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Cross tabulations of respondent characteristics 
Background information--relationship» among characteristics used as standard cross 


Respondent 

characteristics 


U.S. total 

Community size: 

Metro areas--1 
million and over 
Other metro 
Nonmetro 

Homemaker's education: 
Grammar school or loss 
Some high school 
High school graduutc 
Some college or more 


Region: 

Northeast 
North Central 
South 
West 

Honemakor's ago: 

Under 25 
2S-34 
35-44 
45-64 

65 and over 

Family income: 

Under $6,000 
$6,000-$9,999 
$10,000-$14,999 
$15,000 and over 

Family sizo: 

1-2 members 

3 members 

4 members 

5 or more mombors 

Family composition: 

Adults only 

Have children undor 20 


Community sizo 

Homemaker 1 

s edut 

Metro 

areas-- 
1 million 
and over i 

Other 

metro 

Nonmetro 

| 

Grammar 1 
school ' 
or less : 

Some 

high 

school 

HU 

schc 

grade 


38 41 21 




100 

27 

43 

30 

33 

40 

27 

41 

39 

20 

43 

43 

14 


48 

43 

9 

38 

36 

26 

23 

48 

29 

52 

34 

M 


36 

40 

24 

41 

42 

17 

41 

40 

19 

38 

43 

19 

28 

41 

31 


26 

42 

32 

34 

43 

23 

42 

42 

16 

52 

38 

10 


36 

41 

23 

37 

45 

18 

44 

37 

19 

38 

41 

21 


36 

41 

23 

40 

40 

20 


Percent 


17 

17 

3i 

12 

15 

41 

18 

16 

3' 

24 

22 

35 

100 

100 

10( 


16 

16 

4; 

17 

18 

41 

22 

19 

3 

10 

13 

3< 


4 

18 

4 

3 

16 

4 

12 

13 

4 

20 

18 

3 

41 

19 

1 


36 

23 

2 

16 

19 

4 

i 

16 

4 

3 

8 

3 


24 

17 

3 

13 

17 

4 

10 

14 

4 

12 

20 

4 


25 

16 

*2 

10 

18 

. 4 


1/ Percentages may odd to loss than 100% because some characteristics 
were not ascertained for some respondents. 
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tomatoes indicated there was nothing they 
product. 

Consumer reactions to eight new vege 
were explored. Only two items — tomato we 
prompted more than 50 percent of the resp 
willingness to try them. Slightly less tlm 
said they would try quick-cooking frozen 
puffed potato slices, and frozen bean sal 
shown in explosion-puffed celery, explosi 
instant bean dip powder. 
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PREFERENCES, U 
AND BUYING PF 
FOR SELECTED 
VEGETABLES: 

A Nationwide Si 

Jon Weimer 

Patricia Stevens 


INTRODUCTION 

Tills study of consumers' opinions about seleci 
was undertaken for use in planning programs of resi 
and information for the mutual benefit of the const 
vegetable sector of the economy. 

Findings are based on personal interviews witl 
makers in August 1972. These homemakers were from 
of private households in both rural and urban area: 
States, excluding Alaska and Hawaii. Respondents i 
entirely by area probability sampling procedures, 
respondent was defined as the household member who 
which foods are to be bought for the household's u: 
definition permitted some male respondents to be ii 
study. For reporting convenience, however, the tei 
and "consumers" are used to refer to all respondent 
"household" and "family" are used interchangeably, 
description of the sampling procedures is presentee 
appendix. 

In interpreting the results of this study, as 
where a sample is interviewed rather than the tota! 
the findings are subject to error. Sampling relial 
discussed in the appendix. 

The data are subject also to errors in respon: 
Some homemakers may have erred in reporting from mt 
they had used certain vegetables and, if so, the f: 
And when a homemaker said she served a particular a 
certain number of times, she was describing what si 
to be her usual practice, even though factors such 
availability may occasionally alter this habit. He 
this study was not intended to provide consumption 
rather to gather data about attitudes and impressi< 
have toward selected vegetables, the statements wei 
given. 
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to the percentages for the entire category, 
only highlights are presented in such tables, 
account for percentages on some tables adding 
percent and for subcategories adding to more 
shown for the entire category. All percentag 
total sample of 2,600 except as noted. 

The discussion focuses on those results 
contribute most to an understanding of homema 
selected vegetables. Data are discussed with 
demographic characteristics when results indi 
differences or slight differences where large 
been expected. References in parentheses are 
questions in the questionnaire and to the tab 
summarize answers. Tabulations of the questi 
appendix following the description of the sam 
questions are shown in tabular form.) 

PERCEIVED IMPORTANCE OF VEGETABLES VERSUS 

To gage consumers' perceived importance 
to other food types in their family's daily d 
were given a card showing a 7-point scale and 
each food type. The scale was marked 7 for " 
one end and 1 for "Not at all important" at t 
numbers in between. As the following tabulat 
apparent most consumers view vegetables, in g 
important dietary component. Approximately 6 
rated vegetables as very important. Among th 
rated, only meat was rated by more respondent 
8 in 10 homemakers) as being very important i 
daily diet. 

Food ty 



Bread 

Meat 

Potatoes 

Veget 

Percen 

1-Not at all 

important 

5 

* 

8 

* 

2- 

5 

* 

9 

1 

3- 

9 

1 

13 

1 

4- 

16 

2 

21 

5 

5- 

14 

6 

17 

9 

6- 

10 

12 

11 

20 

7-Very important 

41 

78 

21 

64 


*Less than 1 percent. 
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Frequency or Use 


Homemakers were presented a card listing six s 
referred to how often they served vegetables. For 
selected vegetables, respondents were asked to picl 
that came closest to telling how often they served 
in the 12 months immediately prior to interviewing. 

Frequency of Serving Statements 

Haven’t served in past 12 months 
Less than once a month 
About once a month 
2 to 3 times a month 
Once a week 

2 times a week or more 

Tomatoes, lettuce (or escarole), green beans, 
corn, white onions, and green peas were the most fi 
vegetables. They were reported served at least 2 t 
month by over 75 percent of the sample respondents, 
frequently served vegetables, tomatoes, lettuce, wl 
and white onions were reported served 2 times a wee 
over 50 percent of the homemakers. 

Celery, cucumbers, carrots, cabbage (or sauerl< 
green peppers were reported served at least 2 to 3 
or more by approximately 5 to 7 homemakers in 10; \ 
3 in 10 homemakers said that they served these vege 
minimum of 2 time a week. 

Some vegetables were served either infrequent] 
a month or less--or not at all. Beets, spinach, li 
radishes, squash, asparagus, broccoli, and sweet pc 
reported as either served infrequently or not at a] 
months prior to interviewing by 6 to 7 homemakers i 
Cauliflower, Brussels sprouts, turnips, black-eyed 
and eggplant were reported either served infrequent 
all by 8 to 9 homemakers in 10. In the case of egg 
and black-eyed peas, the predominant response of he 
that they had not served these particular vegetable 
the 12-month period prior to interviewing. 


Reasons for Reported Frequency of Serving Vegetable 

Questions were asked of homemakers to obtain t 
for serving or not serving selected vegetables. A 
technique lightened the burden of the respondent sc 
though a homemaker had indicated earlier how freque 
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or not serving only 13 of the 26. Each color co 
the questionnaire--blue and white-surveyed a di 
13 vegetables. 


White 

Blue 

Asparagus 

Beets 

Broccoli 

Black-ey 

Cabbage or sauerkraut 

Brussels 

Cauliflower 

Carrots 

Corn 

Celery 

Eggplant 

Cucumber 

Green beans (snap, string, pole) 

Green pe 

Green peas 

Lettuce 

Lima besns 

Okra 

Spinach 

Radishes 

Squash 

Sweet po 

Tomatoes 

Turnips 

White onions 

White p o 


For each vegetable that a homemaker was ask 
her reasons for reported frequency of serving, s 
card consisting of two columns of statements. C 
possible reasons a homemaker had for serving a p 
frequently; the other column, possible reasons s 
for serving a particular vegetable infrequently 
Frequent serving was considered serving a vegeta 
a month or more, and infrequent serving was cons 
vegetable less often than 2 to 3 times a month. 

Each respondent was asked to relate those t 
applicable, why she served a particular vegetabl 
infrequently, or not at all. In every case, the 
informed that the statements in both columns wer 
as representing some or all household members’ r 


Vegetables Served Frequently 

For purposes of clarity and emphasis, the i 
given by homemakers for serving vegetables freqi 
only for those vegetables that more than one-ha] 
sample of respondents said they served at least 
month. Those vegetables are: 


Cabbsge 

Green 

Carrots 

Green 

Celery 

Let t uc 

Corn 

Toma t( 

Cucumbers 

White 

Green beans 

White 
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the homemakers who were asked to give reasons for s 
these 12 vegetables frequently reported that taste 
tant factor. Although there wss some variation amo 
frequently served vegetables, other reasons cited f 
frequency of serving were "easy to prepare," "can b 
number of different ways," "high in vitamins, miner 
"don't get tired of it." 

"Like color," "can buy desired amount," "avail 
form at local stores," "easy to digest," "like text 
cost" were statements cited by less than 21 percent 
makers who were asked to give reasons for serving a 
12 vegetables frequently. "Low in calories" was a 
for frequent serving of lettuce (or escarole) snd c 
approximately 3 in 10 of those homemakers who were 
reasons for serving these two vegetables frequently 
this factor was not cited for any of the other freq 
vegetables by more than 23 percent of the homemaker 


Vegetables Served Infrequently 


Again, for purposes of clarity and emphasis, a 
the reasons given by homemakers for serving vegetab 
or not at all is discussed only for those vegetable 
than one-half of the total sample of respondents in 
did not serve at least 2 to 3 times a month. Those 
are: 


Asparagus 
Beet s 

Black-eyed peas 
Broccoli 

Brussels sprouts 

Cauliflower 

Eggplant 


Lima beans 
Okra 

Radishes 
Spinach 
Squash 
Sweet potat 
Turnips 


For 12 of these 14 vegetables, the reason give 
respondents who were asked why they served any of t 
infrequently was "dislike taste." With radishes, b 
taste" and "not easy to digest" were reasons report 
often for not serving this vegetsble tnore often (by 
3 in 10 homemakers). With asparagus, "high cost," 
dislike of taste, was mentioned by more homemakers 
for not serving this vegetable more often (by appro 
10 homemakers). 


For 8 of these 14 vegetables (beets, black-eye 
Brussels sprouts, lima beans, spinach, squash, and 
tired of" was the reason, next to dislike of taste, 
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respondents gave for not serving these 
High cost was second to dislike of tast 
er more often. With eggplant, "not ea3 
dislike of taste for infrequent serving 
the second most cited reason by homemak 
taste, for not serving sweet potatoes m 
available in desired form at local stor 
most often, other than dislike of taste 


Vegetables Not Served 

An analysis of the reasons given b 
ing vegetables in the 12 months prior U 
only for those vegetables which more th 
sample of respondents indicated they dj 
3 times a month. These vegetables, of 
vegetables discussed earlier when exami 
serving. Of those respondents who were 
not serving any of these vegetables, th 
taste" was the predominant reason for e 
For spinach and beets in particular, di 
frequently given response by those home 
give their reasons for not serving any 
(approximately 9 in 10 homemakers). 

"No experience with product" was a 
response that, next to dislike of taste 
makers for not serving black-eyed peas 
expected, the respondents giving this r 
two vegetables were primarily from geog 
South (no tabulations shown). Difficul 
relatively frequent reason, next to dis 
those homemakers who were asked why the 

Overall, taste was the most import 
selected vegetables frequently, infrequ 
them at all. It is apparent that homeir 
bles which they or members of their fair 
tasty. 


Form Usually Bought 

Respondents were asked to specify 
canned, or dried--they generally bought 
the 12-month period prior to interview! 
list of 26 selected vegetables were ell 
since they generally are not available 
Some respondents indicated that thev m 


The following tabulation shows percentages o 
who bought each form of the vegetables listed. ( 
lines show the highest percentages for each form, 
ages refer only to those respondents who bought t 
all. Thus, while 94 percent of those homemakers 
eggplant purchased it in a fresh rather than a pr 
must be noted that only shout one-third of the to 
reported purchasing eggplant at all. (See append 


Fresh Canned Froz 
-Percent- 


White potatoes 
Eggplant 
Carrots 
White onions 
Turnips 
Squash 
Tomat oes 
Ca uliflowe r 
Sweet potatoes 
Beet s 

Green peas 
Corn 

Green beans 

Asparagus 

Spinach 

Lima beans 

Brussels sprouts 

Broccoli 

Black-eyed peas 


94 

1 

2 

94 

* 

2 

91 

6 

3 

91 

2 

1 

91 

3 

5 

86 

2 

12 

85 

26 

* 

67 

1 1 

33 

65 

34 

2 

17 


83 

1 

11 

61 

31 

35 

53 

18 

36 

51 

19 

33 

49 

20 

25 

45 

20 

9 

38 

38 

27 

2 

|71 

33 

3 

166 

15 

36 

14 


*Less than 1 percent. 

Over 80 percent of those homemakers who had 
potatoes, eggplant, carrots, white onions, turnip 
tomatoes in the 12-month period prior to intervie' 
generally purchasing fresh rather than processed 
vegetables. Cauliflower and sweet potatoes were 
often in fresh than in processed form by about tw> 
those homemakers who reported buying these two ve 

Those vegetables which were reported purchasi 
form more frequently than in fresh, frozen, or dr: 
beets, green peas, corn, green beans, asparagus, i 
addition, sweet potatoes and tomatoes were report! 
canned form by virtually all those homemakers who 
them in fresh form. Lima beans were reported pur< 
eaually often in both frozen and canned forms. 
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listed which were generally bought rrc 
other form. The majority of homemakei 
vegetables in frozen form had bought i 
peas were reported purchased more fre< 
some other form (38 percent); however 
of homemakers reported buying black-e; 
(36 percent). 


Appeal of Specific Vegetables to Othei 

Homemakers were asked to indicate 
member in their households (2 years o 
liked or disliked. The data reflect i 
about what vegetables they believe mei 
liked or disliked. (Each individual i 
not asked to express his or her prefe 
It must also be emphasized that the hi 
respond only to those vegetables that 
household liked or disliked. It is pi 
specific vegetable might not be partii 
any member of a household. 

It appears that wh1 1 e potatoes a: 
liked by about three-quarters of all i 
only two of the listed vegetables witl 
Lettuce and green beans are liked by . 
adult members of the household and by 
younger members (ages 2-19). Tomntoe 
about 80 percent of the adults and by 
younger members. 

Of the 26 selected vegetables, 2 
more often by adults in the family th 
Carrots, celery, corn, cucumbers, and 
particularly liked by about comparabl 
younger members of the family househo 
the preferences of the boys (2-19 yea 
appreciably from the preferences of g 

Approximately 5 in 10 of the you 
were reported to particularly dislike 
eggplant, and turnips. Cauliflower, 
okra were cited as the second most di 
younger members (approximately 4 in 1 
turnips were disliked the most by adu 
4 in 10). 
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Homemakers were a s k e a to indicate wnicn or tr 
vegetables, if any, they had used in salads in the 
prior to interviewing. 'Homemakers were also askec 
vegetables, in addition to those they already usee 
think could be used in salads. 

As the following tabulation shows, the veget£ 
most frequent1y'mentioned by homemakers as being i 
were tomatoes and lettuce (by approximately 9 in 1 
celery (by approximately 8 in 10); cucumbers (by £ 
7 in 10); cabbage, carrots, green peppers, white c 
radishes (by approximately 6 in 10). 


C 

Used in salads 
-Percent 


Asparagus 10 
Beets 17 
Broccoli 2 
Brussels sprouts 1 

Cabbage or sauerkraut 55 
Carrot s 64 
Cauliflower 12 
Celery 76 

Corn 3 
Cucumbers 73 
Eggplant 1 
Black-eyed peas * 

Green p eas 13 
Green peppers 56 
Spinach 8 
Lettuce or escarole 93 

Lina beans 2 
Okra 1 
White onions 64 
White potatoes 43 

Green beans (snap, string, pole) 20 
Radishe s 58 
Squash 2 
Sweet potatoes .1 

Tomatoes 92 
Turnips 1 


*Less than 1 percent. 
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These frequently mentioned vegetables 
homemakers who had a higher educational lev 
came from family households possessing a hi 
exception of cauliflower, they were also us 
makers in households with children. 

Beets and green beans were cited most 
3 in 10 homemakers) as vegetables that coul 
although these homemakers did not use them 


Use of Vegetables in New Recipes 

Homemakers were asked to indicate whic 
they had used in new recipes in the 12 mont 
viewing. They were also asked to indicate 
which they would be interested in having n( 

Less than half of the respondents (48 
used any of these vegetables in a new recij 
period. The vegetables used in new recipe! 
tion of homemakers were cabbage (or sauerki 
and tomatoes (14 percent each); white onioi 
beans (12 percent); and carrots, celery, at 
(11 percent each). 

Only 57 percent of the respondents in< 
any vegetables for which they would like t< 
Those vegetables for which the largest propi 
indicated a desire for new recipes were ca' 
and white potatoes (16 percent each), gree' 
and tomatoes and corn (14 percent each). 


PERCEPTION OF DIFFERENT FORMS 
Qualities Which Differentiate Among Forms 

The survey attempted to uncover consu 
the different forms in which vegetables co 
asked to indicate their opinions by select 
descriptive phrases they associated with e 
vegetables--fresh, canned, and frozen. 

The basis of this aided-recall techni 
descriptive phrases--stated both favorably 
might apply to these forms. Respondents w 
many or as few as they wished. Failure to 
statement did not necessarily mean that re 
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favorable. 


Tastes good 

Low cost per serving 

Sure of good quality 

Usually available In stores 

Easy t o prepare 

High in vitamins and minerals 

Easy to store 


Does not taste go< 
High cost per ser 
Not sure of good i 
Usually not avail; 
Not easy to prepa 
Low in vitamins ai 
Not easy to store 


Keeps well before cooking 
Good value for the money 
Not too much waste 
Look appetizing at mealtime 
Texture good 
Appealing color 

Can use in many different ways 


Does not keep wel 
Not a good value 
Too much waste 
Do not look appet 
Texture not good 
Color not appeali: 
Cannot use in man 


As seen in the following tabulation, homemake 
certain favorable characteristics with fresh veget 
they did with frozen or canned forms: 


Fresh 


Tastesgood 90 
High in vitamins and minerals 72 
Look appetizing at mealtime 65 
Can use in many different ways 60 
Appealing color 57 
Usually available in stores 

(when in season for fresh) 56 
Sure of good quality 49 
Texture good 46 


The positive attributes associated with fresh 
relating to vitamin and mineral content, use in ma 
ways, availability in stores, and texture were cit 
by younger homemakers, those homemakers who had a 
tional level, those residing in households with hi 
and those homemakers who resided in households con 


Relative to the other forms of vegetables, th 
attributes that homemakers associated more with fr 
than with the other forms were: 
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Not easy to store 

Does not keep well before 

Too much waste 

Not easy to prepare 


cooking 


None of these negative attributes asso 
vegetables were cited by more than 20 perce 

As seen in the following tabulation, e 
of preparation, keeping well before cooking 
money, and low cost per serving were favora 
homemakers associated more with canned vege 
either fresh or frozen vegetables. 

Ca 


Easy to store 
Easy to prepare 
Keeps well before cooking 
Good value for the money 
Low cost per serving 

Except for ease of storage, all of the 
associated more with canned vegetables were 
homemakers who had a higher education. Eas 
keeping well before cooking were also menti 
homemakers residing in higher income house! 
in households containing children. 

The negative attributes that consumers 
canned vegetables than with the other forms 

C 


Not sure of good quality 

Texture not good 

Does not taste good 

Color not appealing 

Low in vitamins and minerals 

Do not look appetizing at mealtime 


Unsurenesa of quality was the negatj 
most frequently for canned vegetables (2J 
other negative attributes associated more 
vegetables were cited by less than 20 


perc 


favorable attribute for frozen vegetables as oppos 
and 25 percent for canned and fresh forms, respect 
phrases "easy to prepare," "tastes good," "keeps w 
cooking," and "easy to store," however, were cited 
50 percent of the homemakers as being applicable t 
vegetables. "High cost per serving" was the prima 
attribute that homemakers associated more with fro 
(31 percent) than with either fresh (21 percent) o 
percent) vegetables. 


PROBLEMS WITH SPECIFIC VEGETABLES AND F 

Thirty-two percent of the respondents reportec 
time within the 12-month period prior to interview: 
bought fresh, frozen, or canned vegetables that wei 
ry. Fifty-seven percent of those who purchased vej 
were unsatisfactory in some way encountered problei 
twice within this 12-month period. 


(Que 

A much larger proportion of those homemakers 
satisfactory vegetables encountered problems with 
rather than with frozen or canned forms. Of those 
problems with vegetables, 80 percent indicated pro 
vegetables, compared with 50 percent who found pro 
varieties and 30 percent who experienced problems 
vegetables (tabulations not shown). 

The primary problems encountered with fresh v 
to texture (for example, mushy, soft), being spoil 
tasteless. Tomatoes, lettuce, and potatoes were t 
bles with which more homemakers had experienced pr 
encountered with canned vegetables related to tast 
"tinny taste"), texture (tough, hard), and the con 
green beans, and green peas were the canned vegeta 
more homemakers encountered problems. The complai 
directed at purchased frozen vegetables were that 
tasteless, tough, hard, or too dry (no tabulations 


DESIRED LABELING FOR CANNED 
AND FROZEN VEGETABLES 

Respondents were given a list of items which 
on the labels of processed vegetables and were ask 
should be included on the label, which items they 
and which items are not usually included. 
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Should be 
on label 


Brand name 
Cooking directions 
Calories per serving 
U.S. grades 

Style -- whole , sliced, 
diced, etc. 

Net weight of contents 
List of kinds and amounts 
of nutrients 

Recipes or serving ideas 
Ingredients 

Date after which product is 
not to be sold 


87 

68 

59 

67 

80 

78 

52 

47 

77 

85 


Of these items, "list of kinds and a 
"recipes or serving ideas" were mentioned 
of respondents (52 and 47 percent, respec 
they believe should be on labels of froze 
"Brand name" and "date after which produc 
were cited by the largest number of respc 
respectively) as items they believe shoul 
processed vegetables. 


The younger homemakers seemed more c 
as cooking directions, calories per servi 
list of kinds and amounts of nutrients, i 
after which product is not to be sold she 
labels of canned and frozen vegetables, 
concern was evidenced by homemakers with 
level, homemakers in households possessir 
homemakers with families including child] 


Virtually all respondents (at least 
labels usually included brand name, styl< 
indication of net weight of contents of I 
percent of the respondents reported that 
usually list the ingredients, and 82 per* 
indicated that cooking directions are usi 
labels. 


The calories per serving and the da 
is not to be sold were items cited by a 
as being desirable on labels, but not u 
processed vegetables. 

The items usually looked for on lab 
vegetables were primarily those which re 


14 



(Quest ions 9a 


PERCEPTION OF PROCESSED TOMATO PRODUCTS 
iption of the Ideal. Tomato Juice 

The majority of respondents felt that the tomato ju 
ct currently on the market was "ideal" with respect 
in content, appearance, and calorie content. 

Over three-quarters of the respondents reported ser 
o juice in the 12-month period prior to interviewin 
s serving tomato juice tended to be above 24 but be 
of age, and tended to be in households with a high 

(Qvie 

Each homemaker in the sample, regardless of whether 
d tomato juice, was asked to select from sets of mu 
sive characteristics those which best described the 
o juice for her family. Major findings on four que 
ibed below. (See page 16 for summary table.) 


In response to a question about the ideal form of t 
, a majority of the respondents (91 percent) said t 
should be ready to serve. Tomato juice in either 
ntrated or instant powder form to which water must 
ally did not appeal to the homemakers. 


(Que 

m Content 


Jlightly more than half of the homemakers said that 
) juice for their family should contain the same amc 
Lns as the present product on the market; slightly 
)f the homemakers felt that the ideal tomato juice « 
in an added amount of vitamins, enough to supply a ( 
Lns needs in an 8-ounce glass. 

(Que 


ranee 


A large majority of the homemakers (87 percent) tho 
resent appearance of tomato juice was preferable to 
that would be red in color but clear, like cranber 

(Que 
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Calorie Content 


Seventy-one percent of the homemakers thoug 
tomato juice for their family should contain the 
calories as the product currently on the market, 
of the respondents thought that the ideal tomato 
contain fewer calories than the product now on t 
smaller proportion (8 percent) of the respondent 
tomato juice should contain more calories than d 
currently on the market. 


Summary of Questions 14b~e 


The ideal tomato juice for my family should-- 

Be in this form: 

Ready to serve — no need to add water 
Frozen concentrate -- just add water 
Instant powder -- just add water 

Contain: 

The same amount of vitamins contained 
in the product on the market now 
An added amount of vitamins to supply a 
day's vitamin needs in an 8-ounce glass 

Appear: 

Red in color, but not clear -- like the 
product on the market now 
Red in color, but clear -- like cranberry 
juice 

Contain : 

The same amount of calories contained in 
the product on the market now 
Fewer calories than in the product on 
the market now 

More calories than in the product on 
the market now 

Responses to these questions did not differ 
between those homemakers who had served tomato j 
homemakers who had not served tomato juice to th 
the 12-month period prior to interviewing. 

Perception of Canned Tomatoes 

Seventy-seven percent of all homemakers sam 
purchasing canned tomatoes (whole or stewed) in 
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age did not tend to purchase canned tomatoes as mi 
makers who were between 25 and 64. Purchase of c; 
was more characteristic of homemakers with higher 
and of homemakers with a higher educational level 


Of those homemakers who did not report purchs 
tomatoes, almost half (47 percent) said the reasor 
was that they can or freeze their own tomatoes. i 
of those homemakers who had not purchased canned t 
that they preferred to use fresh tomatoes and 15 ; 
unfavorable taste aspects associated with canned t 


For 52 percent of those homemakers who report 
canned tomatoes, the major reason stated for pure! 
rather than fresh tomatoes related to convenience 
prepare" being the major convenience factor cited, 
mentioned relatively frequently by respondents foi 
tomatoes rather than fresh tomatoes were "use for 
or dishes" (39 percent) and "cheaper than fresh t( 
percent). 


When homemakers who had purchased canned totna 
what, if anything, they "didn't like so well" abou 
toes, the majority (68 percent) indicated that the 
they disliked about this product. The most freque 
that purchasers had about canned tomatoes were rel 
able taste (12 percent), waste material in cans (6 
cans containing too much juice or water—not enoug 
percen t). 


Frequency of Use 

Canned tomatoes were served frequently by th( 
who purchased them at all. Of those homemakers rt 
served canned tomatoes, only 10 percent said they 
product less than once a month; another 15 percent 
ents reported serving canned tomatoes about once i 
remainder of these homemakers reported serving c< 
least twice a month. Serving canned tomatoes at 3 
a month was more characteristic of homemakers 25 } 
older and of homemakers residing in households wit 
members . 
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MavsJJsed. 

Homemakers who reported purchasing ca 
12 -month period prior to interviewing were 
product was used in their households. The 
informed they could cite as many ways as t 
10 of these homemakers said they used cann 
soups. About 6 in 10 of these respondents 
tomatoes in casseroles, sauces, and meat 1 
uas reoorted by approximately 5 in 10 home 
canned tomatoes in salads and for snacks w 
2 in 10. Each of these different ways of 
was cited more often by those homemakers w 
2 tines a week or more. 


Ways Used Host Often 


Homemakers who purchased canned tomat 
what one way this product was used most of 
10 of these homemakers said they used cann 
most often. Nineteen percent of these res 
canned tomatoes most often for soups, 17 p 
15 percent each for casseroles and as side 
percent of these homemakers stated using c 
often for either meat loaf, salads , or sna 
tomatoes for sauces most often was more ch 
makers with some high school education or 
an income of $6,000 and above, and homemak 
of canned tomatoes in soups most often was 
homemakers with grammar school or less edu 
college-educated homemakers, and more char 
with less than $6,060 income. Older homem 
tended to use canned tomatoes more often i 
dish while homemakers less than 65 years o 
use this product more often in casseroles 


After indicating in what one way they 
most often, homemakers were asked what pro 
used in place of canned tomatoes for that 
following table, tomato sauce is used as a 
tomatoes more often than any other tomato 



Percent 


Tomato 

sauce 

43 

Tomato 

paste 

31 

Fresh 

t oma t o e s 

26 

Tomato 

soup 

23 

Toma t o 

juice 

22 

Tomato 

puree 

18 

Instant sauce mix 

3 

Other 

products 

1 


NEW PRODUCT CONCEPTS 

This study explored consumer reactions to eigi 
concepts. A split-sample technique lightened the t 
respondents; that is, each respondent considered c 
eight product concepts. Each color-coded version c 
naire--blue and white--surveyed a different set of 
concepts: 


White Bli 


Quick-cooking frozen pinto beans Explosion-puffe 

Instant bean dip powder Explosion-puff€ 

Frozen bean salad Tomato wedges 

Explosion-puffed celery Tomato powder 

After reading a description of a new product, 
were asked the following questions: 

a. If this product was available would you ti 

b. Why doesn't this product appeal to you? 

to Q.a) 

c. What is it about this product idea that ap 

you? (If "Yes" to Q.a) 

d. How sure are you that you would try it? < 

Q • a) 

e. Assuming the product is satisfactory, do > 

would use it regularly or just once in a 
(If "Yes" to Q.a) 
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Two additional questions were asked with r 
concept of instant bean dip powder: 

f. If it would not change the taste, woul 

bean powder be fortified with protein 
purposes or not? (If "Yes" to Q<a) 

g. Would you prefer the bean powder to be 

unseasoned? (If "Yes" to Q* a ) 

One additional question was asked with reg 
bean salad concept: 

f. Would you prefer that salad dressing b 
bean salad or not? (If "Yes" to Q.a) 

The data reported simply represent homemak 
new product concepts. Since little or no attem 
form the respondents how these products might b 
priced, it would be misleading to conclude that 
of interest reflect any firm intent to purchase 
It must also be noted that some of these produc 
tified in this report as being "new," may not h 
foreign to some of the homemakers. For example 
interviewing, tomato wedges had been introduced 
the country, as had explosion-puffed products t 


Relative Interest in New Product Concepts 

As shown in the following tabulation, only 
new product concepts—tomato wedges and tomato 
more than 50 percent of the respondents to stat 
be willing to try these products. A little les 
homemakers indicated their receptiveness to qui 
pinto beans, explosion-puffed potato slices, an 
Less interest was shown in explosion-puffed cel 
puffed carrots, and instant bean dip powder. 

"If this product was available would you t 

Wo 

P 


Tomato wedges 
Tomato powder 

Quick-cooking frozen pinto beans 
Explosion-puffed potato slices 
Frozen bean salad 
Explosion-puffed celery 
Explosion-puffed carrots 
Instant bean dip powder 

(Questions 10a, 
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tney were satisfactory, again the two tomato produ 
be the more desirable new products to homemakers, 
table shows the responses to these questions: 


___ Would Try _ How 

Abso- Quite A little No ~ 

1ut g ly sure d oubt f ul an swe r Regularly 

-Percent- 


Frozen 
p i n t o 


bean s 

31 

52 

Instant 
bean dip 
powder 

33 

48 

Frozen 

bean 

salad 

34 

50 

Explosion- 

puffed 

potato 

slices 

35 

47 

Explosion- 

puffed 

carrots 

31 

49 

Explosion- 

puffed 

celery 

31 

51 

Tomato 

wedges 

46 

44 

Tomat o 
powder 

42 

45 


Quick-Cooking Frozen 

The description 
to the respondent on 


16 1 36 

19 1 28 

14 2 27 

18 0 41 

19 1 38 

16 1 40 

8 2 53 

12 1 63 

o Beans 


of quick-cooking frozen 
a card read: 


p in t c 


"Take 10-12 minutes to cook; can be used for 
bean casseroles, bean salads; cost and nutrit 
comparable to equal amount of canned beans.” 
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Slightly less than half of the respondents 
product were available, they would try It. 
less to homemakers living in the Northeas 
nf fhe country. 


The major reason given by homemakers 
trying quick-cooking frozen pinto beans re 
(70 percent). "Quick to prepare" was the 
most often. Other comparatively frequent 
homemakers who were willing to try this pr 
be used for a specific dish or dishes (23 
be nutritious (20 percent), that .it would 
(18 percent) , and that it would be a verse 
being used in many ways (16 percent). 


Of those homemakers who stated they v 
try the frozen pinto beans, lack of intere 
stemmed primarily from the fact that these 
that they or their family members liked or 
percent). Sixteen percent of the homemake 
beans in general, and 14 percent did not 1 


Instant Bean Dip Powder 

"By adding various amounts of water, 
dip, refried beans, and bean soup." 

About 3 in 10 homemakers said they wt 
powder if it were available. The concept 
makers in households with children. Homei 
region of the country were less inclined i 
were homemakers from other geographic reg: 
ents who said they would try this product 
they would prefer that the bean dip powde 
protein; two-thirds of these homemakers wl 
this product said they would prefer that 
seasoned. 


Approximately 6 in 10 of the homemak 
try instant bean dip powder mentioned tha 
reason they would try it; specifically, " 
easy to prepare were the convenience fa 
Another key attribute mentioned by those 
would try the product was that the bean p 
specific dish or dishes" (44 percent). 




and bean soup. One-fourth of these respondents s a i 
like or use powdered foods and preferred other forn 
products. Concern about the taste of this product 
19 percent of the homemakers who would not try inst 
powder. 


Frozen Bean Salad 


"Ready-to-eat when thawed; contains 6 varietie 
—red, garbanzo (chick), small white, kidney, 
lima." 

Approximately 4 in 10 homemakers said they wot 
bean salad if it were available. The concept of ft 
salad appealed somewhat more to the higher educated 
About 6 in 10 of the homemakers who said they would 
product stated that they would prefer salad dressir 
eluded in the bean salad. 

(Qt 

The prime attribute of frozen bean salad, accc 
respondents who said they would try it, was its cor 
percent); being "quick to prepare" and "easy to pre 
cited as the main convenience factors. Approximate 
the homemakers liked or use the variety of beans de 
salad; about one-fourth of the respondents mentions 
"like bean salad." 


About 2 in 10 of those homemakers who said the 
this product declared that they did not like so mar 
beans being mixed together. "Don’t like or use pat 
mentioned" and "don't like bean salads" were reasor 
16 percent of the homemakers for not wanting to try 
Unacceptable taste was a factor mentioned by 14 pet 
respondent s. 


Explosion-Puffed Products 

For each of the three explosion-puffed product 
description of the explosion-puffed process precede 
tion of the product itself. The description of th 
puffed process read: 
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Explosion-Puffed Potato Slices --The descri 
slices read: 

"Pleasing, plump appearance; can be i 
pieces or for salad." 

The concept of explosion-puffed potat 
almost half (49 percent) of the homemakers 
cant differences on this point among the \ 
subgroups of the sample studied. 


According to homemakers who said the} 
puffed potato slices, convenience would be 
doing so (85 percent). Particularly, home 
product would be quick and easy to prepare 


About one-third of the respondents wl 
try explosion-puffed potato slices said tt 
vegetables--prefer fresh for cooking." At 
homemakers indicated that they would not i 
product acceptable. Other reasons mentior 
frequency for unwillingness to try this pi 
makers did not think that the potato slice 
nor did they like or use dehydrated forms 
each) . 


Explosion-Puffed Carrots --The description 

"With addition of water, pieces resei 
product in color, flavor, and texturi 

About one-third of the homemakers sa 
explosion-puffed carrots. No significant 
among the various socioeconomic subgroups 


Respondents who said they would try 
cited convenience as the product's major 
"Quick to prepare" and "easy to prepare" 
factors mentioned most often. "Like to t 
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Unfavorable comments concerning taste, and prel 
using fresh vegetables, were the predominant reason) 
those homemakers who would not try explosion-puffec 
(about one—third of the homemakers for each of thesi 
Seventeen percent of the homemakers stated they "doi 
dehydrated foods — prefer other form." 


Explosion-Puffed Celery — The description for the ce! 

"With addition of water, pieces resemble the 01 
product in color, flavor, and texture; in the c 
they are crisp and could be used as a snack." 

Almost 4 in 10 homemakers said they would try e 
puffed celery if it were available. There were no j 
differences on this point among the various socioecc 
of the sample studied. 


Homemakers who said they would buy explosion-pi 
attributed their interest primarily to convenience J 
percent). "Quick to prepare" and "easy to prepare" 
convenience factors mentioned. "Would be a good 3n< 
by 15 percent of the homemakers who said they would 
try this product. 


The major objections raised by homemakers who j 
not be willing to try explosion-puffed celery were t 
preferred to use fresh vegetables (30 percent), unac 
(20 percent), and dislike or nonuse of dehydrated fo 
cent) . 


Tomato Wedges 

"Canned; easy to use for salads; taste similar 
tomatoes; cost about 30-35$ for a pound can." 

Fifty-seven percent of the homemakers said the) 
tomato wedges if they were available. Significant < 
among the various socioeconomic subgroups of the sar 
were not found with regard to willingness to try th« 
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Approximately 4 in 10 of the homema 
try tomato wedges cited convenience as c 
of the homemakers thought they would fm 
wedges acceptable. Other relatively re 
homemakers who would try tomato wedges w 
round in stores--could use when fresh no 
"would not be too expensive—would be cn 
"could be used in salads” (23 percent). 


Preference for using fresh tomatoes 
taste were each reasons given by approxi 
homemakers who indicated they would not 
regard to taste, respondents expressed s 
wedges would not taste as good as fresh 


Tomato Powder 


"Will dissolve in water to make tom 
sauce, or tomato juice, depending u 
used . " 

Slightly more than one-half (51 per 
stated they would be willing to try toma 
concept appealed to homemakers with some 
above, homemakers below the age of 65, h 
and homemakers residing in households wl 
members. This product had less appeal t 
Northeast region of the country than els 


Convenience would be the prime attr 
powder, according to homemakers who said 
percent); ease of storage and ease of pr 
frequently cited convenience factors. A 
respondents said that they thought tomat 
versatile product and could be used in m 


Approximately one-fourth of the ho 
not buy tomato powder stated that they 
foods — pref er other forms." Nineteen p 

wou i d n0C tr y tomato powd 
taste of this product, while 18 percent 

saw no need for this type of product — 


The inclusion of the three concepts based on t 
uffed process allowed, in part, a measure of the a 
rocess itself as well as the appeal of the specif ii 
he higher appeal of the potato slices as opposed 
nd carrots appears to indicate that the reaction t< 
tself is not totally negative but may rather be pe: 
ppropriate or desirable for certain vegetables onl 1 
he concept of potatoes in an easy and quick-to-prej 
ot new . 
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k , -’ nig Kciiaui.iJ.t-y 

rile extent to which sample results may 
figures for the population depends on a num 
,i-vr.£ these are the size of the sample and 
urvt’v percentages. The size of sampling f 
if footed bv the way in which PStt's are defi 
■. y widely scattered the sample is. The po 
these chance sampling fluctuations are esti 
in the table below: 


Approximate con 


Total 

samp1e Size of 


rV r percentages 

2,600 

1,000 

800 

\round : 



-Pe. 

5 0 

2 .71 

4 . 37 

4 . 90 

-0-60 

2.67 

4.29 

4 . 78 

30-70 

2 . 50 

4.00 

4.49 

.10-80 

2.17 

3.49 

3. 92 

10-90 

1.63 

2.63 

3. 94 

1/ 2 standard 

errors. 




The chances are approximately 95 in 1 
does not vary plus or minus, by more than 
' n ie result that would have been obtai 

FoJ U examole n » 8d t0 intervIe “ all homemak, 
t*-ev rhn s.’ 52 P ercent of ^11 homemaker s : 
•n M H 3 l lst ° £ kinds and a mounts o 
95 n inn b !i S ° f canned and frozen vegetab: 
. , hat ’ had an homemakers in the i 

and ™ ^ t r Ue P ercen tage of those sayin 

and amounts of nutrients should VZ 

""snn::.:: ”- 5 

ihe confidence levels ir P A h thls 
isade that there i<; COr rect and valid 

and nonrespondents. meas urable difference 
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white and blue. The versions were the same with 
exceptions: As mentioned earlier, vegetables for 

gave reasons for serving/not serving were alterna 
two versions; also, each version of the questionn. 
with respect to the order of characteristics on q; 
version surveyed a different set of new product c« 
questions 10-13. 

Equal numbers of both versions were assigned 
cluster of six predesignated addresses, thereby c 
samples of approximately equal size and, presumab; 
socioeconomic characteristics. There was no deli: 
to match subsamples in terms of age, income, or ai 
economic characteristics of the respondents. How* 
analysis indicates that the two subsamplcs were qi 
respect to the background characteristics examine< 

Explanation of Tables 

Tables are presented in the order of questioi 
few instances where similar questions have been g: 
comparison. Generally, the wording used in the o 
probes excluded, is given as the table heading, 
identified by the numbers of the questions on whii 
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Question 2a: "Which of the statements . . . come closest 1 
you served (vegetable) in the past 12 months?" 


Vegctab le 



U 

.S. total 

i 

2 times 
a week 
or more 

Once 

a 

week 

2 to 3 
times 

a 

month 

About 

on ce 

a 

month 

Less 

than 

once 

a 

month 


... t> 








Asparagus 

3 

8 

12 

17 

27 

Beets 

6 

10 

17 

18 

27 

Broccoli 

4 

11 

17 

16 

18 

Brussels sprouts 

1 

3 

10 

14 

23 

Cabbage or sauerkraut 

10 

18 

23 

23 

17 

Carrots 

24 

28 

22 

12 

7 

Cauliflower 

2 

7 

12 

17 

22 

Celery 

35 

18 

15 

12 

10 

Corn 

34 

32 

18 

8 

5 

Cucumbers 

30 

17 

15 

11 

12 

Hggplant 

1 

3 

4 

8 

16 

Black-eycd peas 

5 

7 

7 

7 

11 

Green peas 

22 

33 

22 

12 

6 

Green peppers 

20 

17 

16 

15 

14 

Spinach 

7 

15 

17 

16 

16 

lr;ttuco or escarole 

71 

15 

6 

2 

2 

Lima beans 

5 

13 

16 

17 

20 

Okra 

5 

6 

7 

7 

8 

White onions 

52 

19 

8 

5 

6 

White potatoes 

62 

17 

8 

5 

5 

Green beans (snap, 






string, pole) 

37 

35 

16 

6 

3 

Radishes 

14 

11 

12 

13 

18 

Squash 

6 

13 

16 

15 

17 

Sweet potatoes 

4 

7 

14 

19 

35 

Tomatoes 

74 

14 

6 

2 

2 

Turnips 

3 

5 

8 

9 

22 
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Vegetable 


All homemal 



u.s. 


A 


total 

Under 

25 

25-44 

Asparagus 

56 

40 

-Per 

S3 

Beets 

54 

38 

SO 

Broccoli 

48 

38 

52 

Brussels sprouts 

37 

24 

40 

Cabbage or sauerkraut 

67 

64 

68 

Carrots 

66 

61 

66 

Cauliflower 

48 

34 

SO 

Celery 

62 

55 

61 

Corn 

79 

88 

81 

Cucumbers 

62 

64 

67 

Eggplant 

29 

19 

27 

Black-eyed peas 

28 

25 

26 

Green peas 

69 

65 

67 

Green peppers 

55 

54 

S7 

Spinach 

50 

45 

SO 

Lettuce or escarole 

76 

77 

78 

Lima beans 

50 

40 

48 

Okra 

27 

19 

26 

White onions 

62 

62 

63 

White potatoes 

73 

76 

74 

Green beans (.snap, 




string, pole) 

77 

77 

75 

Radishes 

43 

40 

45 

Squash 

SO 

36 

46 

Sweet potatoes 

57 

45 

55 

Tomatoes 

84 

85 

84 

Turnips 

36 

21 

32 

Cases 

2,600 

252 

-Num 

1,004 


3 









Question 3a: "Which, if any, of the vegetal 
particularly like?" 


Vegetab le 

Al 1 a 

u.s. 

total 

Asparagus 

41 

Beets 

42 

Broccoli 

38 

Brussels sprouts 

26 

Cabbage or sauerkraut 

60 

Carrots 

59 

Cauliflower 

35 

Celery 

55 

Com 

80 

Cucumbers 

S2 

Eggplant 

22 

Black-eyed peas 

27 

Green peas 

66 

Green peppers 

48 

Spinach 

44 

Lettuce or escarole 

71 

Lima beans 

47 

Okra 

24 

White onions 

59 

White potatoes 

77 

Green beans (snap, 


string, pole) 

74 

Radishes 

41 

Squash 

42 

Sweet potatoes 

52 

Tomatoes 

81 

Turnips 

31 

Cases 

2,174 
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Ml adult females (excluc 


Vegetable 

| 

u.s. 

AR 


total 

20-24 

25-44 


Perc< 


Asparagus 

Beets 

Broccoli 

Brussels sprouts 

Cabbage or sauerkraut 

Carrots 

Cauliflower 

Celery 

Corn 

Cucumbers 
Eggplant 
Black-eyed peas 

Green peas 
Green peppers 
Spinach 

Lettuce or escarole 

Lima beans 
Okra 

White onions 
White potatoes 

Green beans (snap, 
string, pole) 
Radishes 
Squash 

Sweet potatoes 

Tomatoes 

Turnips 


Cases 


51 

43 

50 

55 

36 

53 

47 

46 

46 

31 

27 

30 

65 

58 

62 

67 

70 

58 

43 

43 

40 

61 

66 

57 

78 

83 

79 

59 

62 

61 

28 

25 

28 

29 

23 

29 

71 

73 

64 

50 

52 

55 

47 

38 

51 

72 

73 

73 

48 

42 

49 

27 

23 

28 

59 

57 

55 

74 

73 

70 


74 

74 

71 

41 

48 

41 

47 

40 

43 

59 

49 

56 

78 

73 

78 

35 

22 

33 


- Numb 

426 120 103 
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Question 3a: "Which, if any, of the vegetables lis 
particularly like?” 




Vegetable 

mm 

1 

Asparagus 

21 


Beets 

28 

Broccoli 

26 

Brussels sprouts 

16 

Cabbage or sauerkraut 

45 

Carrots 

63 

Cauliflower 

22 

Celery 

55 

Com 

87 

Cucumbers 

49 

F.ggplant 

10 

Black-eyed peas 

21 

Green peas 

57 

Green peppers 

32 

Spinach 

35 

Lettuce or escarole 

66 

Lima beans 

32 

Okra 

14 

White onions 

41 

White potatoes 

80 

Green beans (snap, 


string, pole) 

64 

Radishes 

32 

Squash 

25 

Sweet potatoes 

42 

TaWO A03 

65 


16 


1,443 


40 




Vegetab lc 


All girl 


i 


I U.S. i 
total 

f 

2-9 

■ 

i 

I 


- Percent 

Asparagus . 

25 

21 

Beets j 

28 

28 

Broccoli 

28 

24 

Brussels sprouts 

17 

1-4 

Cabbage or sauerkraut 

46 

42 

Carrots 

62 

64 i 

Cauliflower 

23 

20 ; 

Celery 

i 

56 

52 ! 

Com 

84 

85 

Cucumbers 

51 

47 

Eggplant 

9 

8 

81ack-eyed peas 

21 

21 

Green peas 

54 

53 

Green peppers 

! 32 

26 

Spinach 

34 

32 

Lettuce or escarole 

66 

62 

Lima beans 

32 

32 

Okra 

15 

14 

White onions , 

40 

33 

White potatoes 

74 

74 

Green beans (snap, 



string, pole) 

63 

62 

Radishes 

31 

26 

Squash 

26 

26 

Sweet potatoes 

41 

40 

Tomatoes 

68 

63 

Turnips 

15 

14 


— 

- Number 


Cases 


1,381 


551 






Question 3b: "Whiclt, if any, of the vegetal 
particularly dislike?" 




Vegetab le 

■ 

Asparagus 

21 

Beets 1 

15 

8roccoli ; 

23 

Brussels sprouts 

32 

Cabbage or sauerkraut 

8 

Carrots 

7 

Cauliflower 

23 

Celery 

[ 

7 

Corn 

2 

Cucumbers 

10 

Eggplant 

40 

Black-eyed peas 

34 

Green peas 

5 

Green peppers 

12 

Spinach 

23 

Lettuce or escarole 

3 

Lima beans 

19 

Okra 

40 

White onions 

7 

White potatoes 

2 

Green beans (snap, 


string, pole) 

3 

Radishes 

21 

Squash 

22 

Sweet potatoes 

12 

Tomatoes 

2 

Turnips 

35 

Cases 

2,600 







Vegetab le 


I All adult males (excludii 

i | 

i u.s. 

Age 

! total 




| 

20-24 

25-44 



Perce: 


Asparagus 

1 31 

41 

37 

Beets 

■ 24 

35 

30 

Broccoli 

i si 

35 

32 

Brussels sprouts 

1 41 

49 

44 

Cabbage or sauerkraut 

1 14 

21 

13 

Carrots 

: 10 

12 

10 

Cauliflower 

! 33 

43 

35 

Celery 

; u 

i 

11 

11 

Com 

i 

1 3 

t 

3 

2 

Cucumbers 

i 16 

16 

13 

Bggplant 

1 43 

49 

46 

Black-eyed peas 

1 34 

i 

41 

34 

Green peas 

7 

10 

9 

Green peppers 

16 

22 

13 

Spinach 

27 

34 

27 

Lettuce or escarole 

4 

3 

3 

Lima beans 

22 

33 

27 

Okra 

] 42 

46 

43 

White onions 

1 8 

1 

12 

7 

White potatoes 

s 2 

1 

1 


Green beans (snap, 


string, pole) 

4 

6 

4 

Radishes 

21 

25 

17 

Squash 

28 

39 

31 

Sweet potatoes 

{ 15 

20 

19 

Tomatoes 

4 

6 

4 

Turnips 

37 

45 

42 

- Numbe 

Cases 

2,174 

249 

878 


3 






Question 3b: "Which, if any, of the vegetables 1 
particularly dislike?" 


Vegetab le 


■ 

20-2' 

Asparagus 

23 

33 

Beets 

16 

33 

Broccoli 

23 

27 

Brussels sprouts 

36 

43 

Cabbage or sauerkraut 

13 

18 

Carrots 

7 

7 

Cauliflower 

26 

31 

Celery 

9 

8 

Com 

5 

3 

Cucumbers 

IS 

14 

Eggplant 


42 

Black-eyed peas 

36 

38 

Green peas 

6 

6 

Green peppers 

16 

14 

Spinach 

25 

36 

Lettuce or cscarole 

4 

3 

Lima beans 

19 

27 

Okra 


38 

White onions 

9 

14 

White potatoes 

4 

S 

Green beans (snap, 



string, pole) 

4 

7 

Radishes 

24 

19 

Squash 

23 

31 

Sweet potatoes 

10 

16 

Tomatoes 

4 

g 

Turnips 

37 

SO 

Cases 

426 

120 




44 






All boys 


Vegetable 


mm 

. Ag. 

2-9 

10-1 



- Percent - 

Asparagus 

49 

50 

53 

Beets 

41 

41 

41 

Broccoli 

43 

43 

46 

Brussels sprouts 

52 

53 

53 

Cabbage or sauerkraut 

26 

30 

26 

Carrots 

11 

9 

11 

Cauliflower 

43 

42 

47 

Celery 

11 

15 

8 

Corn 

2 

3 

1 

Cucumbers 

17 

18 

16 

Eggplant I 

52 

48 

55 

Black-eyed peas | 

36 

36 

38 

Green peas , 

15 

16 

15 

Green peppers 

28 

33 

28 

Spinach 1 

38 

38 

39 

Lettuce or escarole 

6 

9 

5 

Lima beans 

33 

30 

36 

Okra 

44 

45 

44 

White onions 

19 

25 

17 

White potatoes 

3 

3 

3 

Green beans (snap, 




string, pole] 

8 

10 

8 

Radishes 

28 

35 

24 

Squash 

41 

44 

41 

Sweet potatoes 

23 

25 

25 

Tomatoes 

13 

16 

11 

Turnips 

50 

49 

50 



- Number — 

Cases 

1,443 

551 

485 


5 








Question 3b; "Which, if any, of the 
particularly dislike." 


Vegetable 


Asparagus 

Beets 

Broccoli 

Brussels sprouts 

Cabbage or sauerkraut 

Carrots 

Cauliflower 

Celery 

Com 

Cucumbers 
Eggplant 
Black-eyed peas 

Green peas 
Green peppers 
Spinach 

Lettuce or escarole 

Lima beans 
Okra 

White onions 
White potatoes 

Green beans (snap, 
string, pole] 
Radishes 
Squash 

Sweet potatoes 

Tomatoes 

Turnips 


vegetables ] 


U.S. 

total 


45 

39 

40 

49 

24 

10 

41 
10 

2 

15 

50 

36 

16 
27 

37 
5 

34 

42 
19 

3 


8 

29 

40 

26 

11 

49 


Cases 


1,381 





Asparagus Beets 'Broccoli Brussels j or Carrots Cauli- jCelery Com \ Cucumbers .Op.gplan 



o 

§ *• 

■S.\ 



—< C'l C" 
CO I' 1 
ai o m 


oo h m in 
r-. o> 

Cl -fi 


N -i 05 ct 
"iflOO 

o n co n 


oi -i in a m 
in a n m 
m '[ in « i 


•o vO c*i ™ oo r-i o c'l 

o Ci o c ‘O mo -i 

i' in i' ^ -h i o in 



I 


IO to iO C'l 1-0 iO lO 


lO *0 IO C'l IO 


C'l CTl ^ f' O T 


I'- to Cl 


o in in a oot'-eoo'O 


«r m» o 

-H _ I—I C'l 


iO f' O M Cl 



U 

• H 

(J 

i-> 

c 

VI 

<u 

• H 

*o 

U 

c 

<L> 

o 


a o 

in 

M 

a> 

Ih 

a. 

« 

.C 

O 


















,.hich, if anv, of the vegetables listed . . . have you used for salads in the past 12 Taonths?’'--Continucd 























question 4b: ’What other vegetables, if any, listed ... do you think, could be used in salads” 



49 


































I 

I 


Community size 


Homenahe 


Uescript ^ ve ph rasca 


1 




u.s. 

j Metro 

! 





total 

! ureas-- 

Other 


Grarxiar 

Some 



: 1 mill ion 

metro 

Nonmetro 

school 

high 

_... 


) and over 



or less 

school 










Tastes good 

90 

88 

90 

92 

87 

87 

Does not tastes g0Qtl 

1 

1 

1 


1 

1 

Low cost por solving 

18 

18 

18 

18 

15 

19 

High cost por serving 

21 

24 

21 

19 

24 

19 

Sure of good quality 

49 

48 

48 

52 

51 

51 

tot suro of good quality 

G 

8 

G 

4 

3 

4 

Jsually availut> j. e i n 







stores (when j_ n season) 

Jsually not avt* iiable 

56 

59 

57 

48 

46 

48 

in stores (wHon in season) 

4 

5 

3 

3 

2 

.1 

•asy to preparo 

42 

41 

43 

41 

41 

42 

Jot easy to pro pare 

14 

18 

12 

12 

IS 

12 

Ugh in vitami.t\s and minerals 

Jot high in 

72 

75 

71 

70 

58 

66 

vltanlns and minerals ! 

1 

1 

1 

1 

* 

2 

iasy to store 

20 

20 

22 

17 

19 

21 

iOi easy to store 1 

20 

23 

17 

18 

19 

16 

'cops well boifore cooking 

iocs not koop ! 

19 

17 

23 

16 

20 

20 

wo11 before cooking 

17 

21 

14 

16 

16 

14 

iood value for tho money 

39 

39 

39 

40 

33 

41 

lot a good value for the money 

7 

9 

G 

4 

S 

6 

lot too much W£*ste 

25 

23 

28 

23 

21 

27 

oo much wast g 

17 

19 

15 

IS 

19 

14 

■ook appetizing at meal time 
o not look 

65 

66 

65 

61 

56 

62 

appetizing at real time 

1 

2 

* 

1 

2 

2 

exturo good 

46 

49 

44 

42 

35 

41 

exturo not good 

1 

2 

1 

1 

1 

1 

ppealing cold’ 

57 

59 

56 

SS 

44 

52 

olor not app©°-li n 6 

1 

1 

1 

1 

1 

1 

an uso in many different ways 

60 

60 

60 

59 

48 

57 

annot use in 

•wny different ways 

3 

4 

2 

2 

,1 

3 





. Number . 


ases 

2,600 

981 

1,072 

547 

448 

441 


Mioss than*" 1 P erccnt - 


51 






Question 5: "Think for a moment 
stores .... Which of these 
general . . . ''"--Continued 


about fresh, frozen, and cannec 
words and phrases describe youi 


descriptive phrases 


Tastes good 

Does not taste good 

l.ow cost per serving 
High cost per serving 

Sure of good quality 
Not sure of good quality 

Usually available in 
stores (when in season) 

Usually not available 
in stores (when in season) 

Easy to prepare 
Not easy to prepare 

High in vitamins and minerals 
Not high in 
vitamins and minerals 

Easy to store 
Not easy to store 

Keeps well before cooking 
Does not keep 
well before cooking 

Good value for the money 
Not a good value for the money 

Not too much waste 
Too much waste 

Look appetizing at meal time 
Oo not look 

appetizing at meal time 

Texture good 
Texture not good 

Appealing color 
Color not appealing 

Can use in many different ways 
Cannot use in 
many different ways 


Cases 


* Less than 1 percent. 


U.5. 

Region 

total 





North- 

1 North i South 

V 


east 

• Centra 1 ; 1 




91 

88 

89 

1 

1 

* 

1 

18 

17 

17 

18 

21 

23 

18 

23 

49 

SO 

43 

54 

6 

5 

7 

S 

56 

55 

57 

51 

4 

4 

4 

3 

42 

43 

46 

33 

14 

17 

10 

18 

72 

73 

71 

71 

1 

* 

2 

1 

20 

19 

21 

18 

20 

22 

15 

22 

19 

18 

21 

i7 

17 

18 

12 

22 

39 

35 

38 

39 

7 

7 

6 

7 

25 

27 

26 

22 

17 

16 

11 

:o 

65 

67 

64 

62 

1 

* 

* 

2 

46 

48 

40 

46 

1 

1 

1 

2 

57 

60 

57 

53 

1 

* 

1 

1 

60 

57 

60 

58 

3 

2 

2 

3 

!,600 

617 

741 

838 


52 



Question 5: 
stores . 
general . 


'Think for a moment about fresh, frozen, and canned vegetables 
. Which of these words and phrases describe your opinion ab 
. ?"--Continued 


which yi 
about {fre; 


Descriptive phrases 

U.S. 

total 


family income 


Famiiy s 

Under 

$ 0 , 000 ! 

._i 

$6,000 

to 

$9,999 

$10,000 

to 

$14,999 

$15,000 

and 

over 

1-2 

mem¬ 

bers 

i 

3 

mem¬ 

bers 

me 

b< 







-l 


■ 

[astes good 

90 

90 

90 

88 

Percer 

92 

it — 

89 


i 

Joes not taste good 

1 

1 

1 

1 

* 

* 



.ow cost per serving 

18 

15 

19 

18 

20 

18 



iigh cost per serving 

21 

22 

22 

21 

19 

21 



Sure of good quality 

<19 

SO 

S2 

48 

44 

49 

48 

Hjj 

lot sure of good quality 

Isually available in 

G 

5 

5 

7 

8 

6 

6 


stores (when in season) 
isually not available 

56 

49 

57 

57 

62 

54 

58 

s 

in stores (when in season) 

4 

4 

5 

4 

1 

3 

4 


asy to prepare 

42 

41 

43 

43 

41 

43 

42 

4 

ot easy to preparo 

M 

13 

16 

13 

IS 

13 

IS 

1 

ijgh in vitamins and minerals , 

ot high in 

72 

64 

72 

77 

79 

67 

76 

7 

vitamins and minerals 

1 

1 

1 

* 

1 

1 

* 


asy to store 

20 

19 

24 

19 

19 

21 

22 

I 

ot easy to store 

20 

19 

18 

20 

20 

18 

20 

2 

eeps well before cooking 
oes not keep 

19 

18 

21 

20 

17 


21 

1 

well before cooking 

17 

16 

18 

17 

16 

17 

18 

1 

ood valuo for the mono/ 

39 

38 

39 

39 

41 

37 

39 

.3 

ot a good valuo for the money 

7 

6 

7 

7 

S 

7 

6 


ot too much waste 

25 

24 

26 

27 

24 

24 

27 

2 

oo much wasto 

17 

17 

17 

16 

14 

17 

17 

1 

ook appetizing at moal time 
> not look 

65 

59 

64 

68 

70 

65 

65 

6 

ippetizing at meal tine 

i 1 

1 

1 

1 

* 

1 

1 


ixture good 

46 

40 

46 

47 

SO 

43 

46 

5 

Jxture not good 

1 

1 

2 

2 

1 

1 

I 


^pealing color 

57 

50 

57 

59 

64 

55 

58 

G 

>lor not appealing 

1 

1 

1 

1 

* 

1 

1 


m use in many different ways 
mnot use in 

60 

54 

58 

64 

62 

S7 

58 

6 

"any different ways 

3 

3 

3 

2 

2 

2 

3 




. 



- Number 

— 


... 

ises 

2,600 

76 3 

596 

702 

491 1,168 

452 

44 


Loss than 1 percent. 







Question S: 
stores . 
general . 


-Think for a moment about fresh, frown, and canned vegetable 
Ivhich of these words and phrases describe your opinion a 


Oescriptive phrases 


Tastes good 

Does not taste good 


Low cost per serving 
High cost per serving 


Sure of good quality 
Not sure of good quality 


Usually available in stores 
Usually not available in stores 


Hasy to prepare 
Not easy to prepare 


High in vitanins and minerals 
Not high in 
vitamins and minerals 


Hasy to store 
Not easy to store 


Keeps well before cooking 
Does not keep 
well before cooking 


Good value for the money 
Not a good value for the money 


Not too much waste 
Too much waste 


Look appetizing at meal time 
Do not look 

appetizing at meal time 


Texture good 
Texture not good 


Appealing color 
Color not appealing 


Can use in many different ways 
Cannot use in 
many different ways 


U.5. 

total 


Community size 


Metro 
areas-- 
1 million 
and over 


Other 

metro 


Nonmetro 


Oran 
schc 
or 1 


51 

S3 

SO 

48 

11 

12 

11 

10 

14 

16 

14 

10 

31 

33 

29 

32 

30 

32 

31 

26 

IS 

16 

12 

15 

37 

43 

35 

28 

3 

4 

3 

3 

69 

72 

68 

64 

2 

2 

2 

2 

27 

28 

27 

26 

6 

8 

5 

4 

62 

64 

62 

58 

4 

5 

4 

4 

SS 

58 

57 

46 

3 

2 

2 

4 

27 

3Q 

27 

22 

12 

16 

9 

11 

52 

SO 

54 

51 

5 

7 

5 

2 

34 

37 

33 

31 

4 

6 

3 

2 

25 

29 

24 

20 

8 

10 

7 

6 

32 

35 

32 

26 

6 

6 

6 

3 

32 

34 

32 

29 

8 

9 

10 

5 

:,600 

981 

1,072 

547 


1’oTcent 


Number - 


Cases 


4 





O'estlon S: "Think for a moment about fresh, frozen, and canned vegetables wl 
stores . . • • Which of these words and phrases describe your opinion abou 
general . . . ?"--Continued 


Oescriptive phrases 

U..S. 

total 

Region 


North¬ 

east 

North 

Central 

South 

West 

Under 

25 

2\ 


i 




-- Pei 

'cent -- 

.... 

Tastes gpod 

. 51 

52 

51 

47 

58 

52 

Does not taste good 

1 11 

11 

11 

12 

10 

16 

Low cost per serving 

i M 

13 

12 

13 

20 

17 

High cost per serving 

! 31 

30 

26 

34 

33 

31 

Sure of good quality 

30 

30 

28 

31 

34 

23 

Not sure of good quality 

15 

13 

13 

14 

21 

20 

Usually available in stores ! 

37 

36 

35 

34 

47 

43 

Usually not available in stores 

3 

1 

3 

5 

3 

6 

Easy to prepare 

69 

70 

66 

67 

75 

67 

Not easy to prepare 1 

2 

2 

3 

2 

2 

4 

High in vitamins and minerals 

27 

24 

27 

27 

34 

25 

Not high in ! 







vitanlns and minerals 1 

6 

G 

5 

5 

9 

11 

Easy to store 

G2 

65 

61 

57 

71 

61 

Not easy to store 

4 

A 

5 

3 

4 

10 

Keeps well before cooking 

55 

58 

52 

SO 

64 

63 

Does not keep 







well before cooking 

3 

2 

2 

3 

3 

3 

Good value for the money 

27 

25 

27 

25 

35 

32 

Not a good value for the money , 

12 

12 

11 

12 

16 

16 

Not too much wasto 1 

52 

55 

49 

S3 

49 

47 

Too much waste 

5 

3 

6 

4 

11 

11 

Look appetizing at meal time 

34 

36 

33 

31 

40 

37 

Do not look 







appetizing at meai time 

4 

4 

4 

3 

S 

5 

Texture good 

25 

24 

21 

24 

32 

29 

Texture not good 

8 

6 

8 

8 

10 

12 

Appealing color 

32 

32 

30 

30 

41 

29 

Color not appealing 

6 

4 

6 

S 

8 

11 

Can use in many di fferent ways 

32 

34 

32 

30 

36 

35 

Cannot use in 







many different ways 

8 

7 

8 

8 

10 

16 







Cases 

- i 

2,600 

1 

G17 

741 

838 

404 

252 


55 






Question 5: 
stores . 
general . 


'Think for a moment about fresh, frozen, and canned 
Which of these words and phrases describe your 
. -Continued 





Family income 

Descriptive phrases | 

! 

1J.S. 

total 

Under 

$6,000 

$6,000 

to 

$9,999 

$10,000 

to 

$14,999 

Tastes good ! 

51 

46 

51 

51 

Does not taste good : 

11 

11 

13 

11 

Low cost per serving 

14 

13 

15 

13 

High cost per serving 

31 

31 

32 

30 

Sure of good quality 

30 

28 

32 

30 

Not sure of good quality 

IS 

12 

15 

15 

Usually available in stores 

37 

31 

33 

38 

Usually not available in stores 

3 

2 

5 

3 

Busy to prepare 

69 

64 

65 

70 

Not easy to prepare 

2 

3 

2 

2 

High in vitamins and minerals 

Not high in 

27 

25 

25 

30 

vitamins and minerals 

6 

6 

7 

5 

Basy to store 

62 

51 

61 

66 

Not easy to store 

4 

4 

5 

4 

Keeps well before cooking 

Ooes not keep 

55 

43 

53 

58 

well before cooking 

3 

3 

4 

2 

Good value for the money 

27 

26 

28 

28 

Not a good value for the money 

12 

11 

14 

12 

Not too much waste 

52 

47 

SI 

54 

Too much waste 

5 

4 

6 

6 

Look appetizing at meal time 

Do not look 

34 

31 

33 

34 

appetizing at meal time 

4 

3 

5 

4 

Texture good 

25 

21 

25 

25 

Texture not good 

8 

5 

10 

9 

Appealing color 

32 

30 

32 

30 

Color not appealing 

6 

5 

7 

6 

Can use in many different ways 
Cannot use in 

32 

29 

32 

34 

many different ways 

8 6 

12 

8 


Cases 


2,600 763 596 


702 





Lon 5: "Think for a moment about fresh, frozen, and canned vegetables which you f 
res .... Which of these words and phrases describe your opinion about (eannedj 
eral . . . 


Descriptive phrases 

i 

U.S. 
i total 

Community size 

llotr.emnker's 



Nonmetru 

Grammar j 
school ; 
or less 1 

Some ! 
high 1 
school ! 


. 


. 

- Percent - 


s good 

1 -11 

37 

43 

42 

44 

40 

not taste good 

18 

24 

16 

11 

12 

18 

ost per serving 

37 

37 

39 

34 

34 

36 

cost per serving 

8 

9 

7 

9 

9 

9 

of good quality 

24 

24 

25 

21 

21 

23 

ure of good quality 

21 

22 

19 

22 

IS 

20 

ly available in stoi'es 

41 

46 

39 

37 

28 

36 

ly not available in stores 

2 

3 

2 

2 

3 

2 

to prepare 

74 

75 

75 

73 

68 

73 

asy to prepare 

1 

1 

1 

1 

1 

2 

in vitamins and minerals 

16 

17 

16 

IS 

11 

15 

igh in 







mins and minerals 

15 

19 

12 

11 

10 

14 

to storo 

77 

75 

76 

82 

75 

72 

nsy to store 

2 

2 

i 

1 

* 

2 

well before cooking 

65 

63 

66 

65 

56 

61 

ot keep 







before cooking i 

1 

1 

1 

1 

1 

2 

vaiue for the money 

41 

A 1 

40 

41 

36 

39 

good value for the money 

6 

8 

4 

5 

4 

5 

oo much waste 

51 

48 

S3 

55 

49 

50 

uch waste 

6 

7 

6 

3 

3 

6 

appetizing at meal time 

20 

20 

20 

22 

18 

21 

t look 







tlfcing at meal time 

12 

18 

10 

7 

6 

12 

ro good 

19 

21 

19 

18 

16 

19 

re not good 

13 

17 

11 

9 

7 

11 

ling color 

16 

17 

16 

IS 

13 

15 

not appealing 

16 

20 

13 

13 

8 

14 

se in many different ways 

44 

42 

46 

43 

41 

44 

it use in 







• different ways 

6 

8 

5 

3 

5 

6 








2,600 

981 

1,072 

54 7 

448 

441 


.ess than 1 percent. 
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Question 5: "Think for a moment about fresh, frozen, and canned veg 
H stores .... Which of these words and phrases describe your opi 
general . . • ?"--Continucd 


Descriptive phrases 

U.S. 

total 

Region 

North¬ 

east 

North 

Central 

5outh , 

West 






- - Poi 

Tastes good 

41 

35 

44 

41 

43 

Does not taste good 

18 

23 

12 

16 

27 

Low cost per serving 

37 

37 

35 

37 

40 

High cost per serving 

8 

5 

8 

10 

10 

Sure of good quality 

24 

21 

25 

25 

25 

Not sure of good quality 

21 

21 

18 

19 

28 

Usually available in stores 

41 

36 

40 

39 

54 

Usually not available in stores 

2 

2 

2 

4 

1 

Easy to prepare 

74 

77 

76 

71 

75 

Not easy to prepare 

1 

1 

1 

1 

1 

High in vitanins and minerals 

16 

13 

17 

16 

19 

Not high in 






vitamins and minerals 

IS 

13 

13 

15 

19 

Easy to store 

77 

74 

77 

78 

79 

Not easy to store 

2 

1 

1 

2 

2 

Keeps well before cooking 

65 

60 

64 

66 

71 

Does not keep 






well before cooking 

1 

* 

1 

1 

1 

Good value for the money 

41 

40 

42 

39 

43 

Not a good value for the money 

6 

5 

5 

6 

8 

Not too much waste 

51 

52 

51 

53 

48 

Too much waste 

6 

5 

6 

4 

10 

Look appetizing at meal time 

20 

18 

21 

21 

23 

Oo not look 






appetizing at meal time 

12 

14 

9 

11 

19 

Texture good 

19 

16 

20 

20 

22 

Texture not good 

13 

12 

11 

12 

19 

Appealing color 

16 

13 

14 

18 

20 

Color not appealing 

16 

18 

14 

11 

25 

Can use in many different ways 

44 

40 

47 

41 

SO 

Cannot use in 






many different ways 

6 

6 

5 

6 

7 






— Nv 

Cases 

2,60C 

1 617 

741 

838 

404 


Less than 1 percent. 








5: 

' stores • 
jer.eral . 


"Think for a moment about fresh, frozen, and canned vegetables which vo>, 

. . Much of these words and phrases describe your opinion about (canned 
’"--Continued 1 u 


T 


Descriptive phrases 

u.s. 


Fami 1) 

income 

Faraily si 2 

\ 

$6,000 

$10,000 

$15,000 

1-2 

3 

4 


total 



Under 

to 

to 

and 

nerr,- 

mem- 

mem- 



$6,000 

$9,999 

$14,999 

over 

bers 

bers 

bers 






Tastes good 

41 

43 

41 

41 

35 

41 

42 

38 

Does not taste good 

18 

14 

18 

18 

26 

17 

18 

23 

low cost per serving 

37 

36 

39 

37 

36 

36 

37 

39 

.High cost per serving 

8 

i0 

8 

7 

7 

8 

9 

8 

Sure of good quality 

24 

26 

24 

23 

24 

26 

19 

24 

.Ut sure of good quality 

21 

17 

22 

20 

24 

19 

24 

22 

Usually available in stores 

4i 

36 

41 

43 

47 

39 

41 

44 

Usually not available in stores 

2 

3 

3 

2 

2 

2 

3 

3 

Easy to prepare 

74 

70 

73 

78 

77 

71 

74 

79 

Not easy to prepare 

1 

1 

1 

1 

1 

1 

2 

* 

High in vitamins and minerals 

Not high in 

16 

17 

IS 

16 

16 

15 

14 

18 

vitamins and minerals 

15 

12 

16 

16 

14 

14 

14 

17 

£asy to store 

77 

76 

77 

77 

80 

76 

78 

81 

Not easy to store 

2 

1 

2 

2 

1 

2 

2 

1 

Keeps well before cooking 

Does not keep 

65 

GO 

65 

66 

70 

62 

66 

68 

well before cooking 

1 

i 

1 

1 

1 

1 

* 

1 

food value for the money 

41 

39 

41 

41 

43 

39 

39 

45 

S'ot a good value for the money 

G 

6 

5 

7 

S 

6 

5 

6 

Not too much waste 

51 

51 

52 

51 

52 

52 

52 

SO 

Too ouch waste 

6 

5 

6 

5 

6 

5 

5 

6 

Look appetizing at moal time 

Do not look 

20 

23 

22 

19 

17 

21 

19 

21 

appetizing at meal time 

12 

8 

12 

13 

19 

11 

n 

IS 

Texture good 

19 

19 

21 

19 

19 

19 

17 

20 

Texture not good 

13 

9 

i2 

14 

19 

11 

12 

18 

Appealing color 

16 

18 

16 

14 

IS 

15 

16 

18 

Color not appealing 

16 

11 

14 

16 

23 

14 

14 

19 

Can use In many different ways 
Cannot use in 

44 

43 

43 

46 

44 

42 

43 

45 

many different ways 

6 

4 

5 

7 

7 

S 

S 

6 










Cases 

2,600 

763 

596 

702 

491 1, 

168 

452 

440 


Less than 1 percent. 
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Question 6: . . . For each of these vegetables I ns 

bought in the past 12 months please tell me the form > 
fresh, frozen, canned or dried." 


U.S. total 


1 

Vegetable j 

i 

i 

Fresh 

Frozen 

l- 1 

Cannedj 

Dried 

Not 

ir 

12 



. 

- Percent 

— 

Asparagus 

23 

14 

34 

* 

Beets 

13 

1 

64 

* 

Black-eyed peas 

5 

5 

13 

13 

Broccoli 

22 

45 

2 

* 

Brussels sprouts 

I 14 

37 

1 

* 

Carrots 

| 86 

3 

6 

* 

Cauliflower 

42 

21 

1 

* 

Com 

34 

18 

51 

1 

Eggplant 

31 

1 

* 

* 

Green peas 

10 

30 

57 

1 

Spinach 

18 

24 

33 

* 

Lima beans 

6 

26 

27 

12 

White onions 

83 

1 

2 

6 

White potatoes 1 

91 

2 

1 

5 

Green beans 

34 

IB 

48 

1 

Squash 

56 

8 

2 

* 

Sweet potatoes 

52 

1 

27 

2 

Tomatoes 

80 

* 

24 

* 

Turnips 

42 

2 

2 

* 


* Less than 1 percent. 
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ion 7a: "Within the past 12 months, have you or have you not 
sh, frozen, or canned vegetables that were unsatisfactory in 


Incidence of purchase 


U.S. 


bought unsatisfactory vegetables 
not bought unsatisfactory vegetables 



tion 7b: "About how many times did this happen within the pasi 
sked only if reported buying unsatisfactory frosh, frozen, or < 
getables in the 12 months prior to interviewing.) 



61 












n <.; nnc Ra h- "Which of the vegetables on this card, if any, d 
QU rccipes in’the past 12 »nths?" "Which of the vegetables on th 
would you be interested in having new recipes for. 



u.s. 


Used in the 
past 12 months 


_ Perc 

Asparagus 

5 

Beets 

Broccoli 

Brussels sprouts 

5 

1 

Cabbage .or sauerkraut 

Carrots 

14 

11 

Cauliflower 

Celery 

S 

11 

Corn 

8 

Cucumbers 

6 

Eggplant 

Black-cyed peas 

7 

1 

Green peas 

7 

Green peppers 

14 

Spinach 

4 

l.ettuce or escarole 

5 

Lima beans 

3 

Okra 

2 

White onions 

13 

White potatoes 

Green beans (snap. 

11 

string, pole) 

12 

Radishes 

2 

Squash 

7 

Sweet potatoes 

4 

Tomatoes 

14 

Turnips 

1 

None 

52 

-Nur 

Cases 

2,600 
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Question 9b: "Which, if any, of the items on this list do you usually look for at the time of purchase? 
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Question 10a: 
product was 


"Here is a brief description of a new produc 
available would you try it or not?" 



Quick-cooki 
frozen pinto 


Would try 

Woul< 



U.S. total 

49 

Community size: 


Metro areas--1 million and over 

45 

Other metro 

50 

Nonmetro 

52 

Homemaker's education: 


Grammar school or less 

47 

Some high school 

57 

High school graduate 

45 

Some college or more 

49 

Region: 


Northeast 

39 

North Central 

50 

South 

55 

West 

49 

Homemaker's age: 


Under 25 

47 

25-34 

46 

35-44 

46 

45-64 

54 

65 and over 

43 

Family income: 


Under $6,000 

50 

$6,000-$9,999 

49 

$10,000-$14,999 

46 

$15,000 and over 

51 

Family size: 


1-2 members 

48 

3 members 

50 

4 members 

46 

5 or more members 

51 

Family composition: 


/kdults only 

48 

Have children under 20 

49 


66 




Reasons 


imily mcmber(s) doesn’t like or use pinto beans 
>n't like or use beans, bean products in general 
w't like or use frozen foods; prefer other form 
iste 

Would not like taste (unspecified) 

Would not taste fresh; artificial taste 
Other taste mentions 

jver ate pinto beans; not familiar with them 

jy cause digestive problems 

> not prepare dishes suggested 

nn’t like to try new products 

Lsagree with cooking time 

Desn't sound appealing, appetizing 

3uld be too expensive 

juld be fattening; high in calories, staixhy 
Duld not be nutritious 

at enough information; description too vague 
her mentions 

ases 

verage responses per case 


67 




Reasons 


Convenience 
Quick to prepare 
Easy to prepare 
Easy to store; space saver 
Would have on hand if needed 
Convenient '(unspecified) 

Can be used for specific dish or dishes 

Would be nutritious 

Would not be too expensive 

Could be used in many ways; versatile product 

Family members like or use pinto beans in particular 

Like to try new products 

Like or use beans or bean products in general 
Taste 

Would like the taste (unspecified) 

Would taste like fresh 

Would add variety to diet 

Sounds appealing, appetizing 

Like frozen foods 

Other mentions 

Cases 

Average responses per case 



68 



-• “ IVVU 10 

ou think you would use it regularly or just once 
hey would try quick-cooking frozen pinto beans.) 


in a while? 1 ’ (Asked only of respond 


Respondent characteristics 



How sure 

How oft 

Absolutely 

sure 

Qui te 
sure 

] 

A little No 
doubtful answer 

Regularly 

Once i 
a whil 


Percent 


. total 

31 

52 

16 

1 

36 

63 

nunity size: 







:tro areas--1 million and over 

36 

46 

17 

1 

36 


:hor motro 

29 

SS 

16 

* 

35 

VJ*? 

64 

inmotro 

28 

55 

15 

1 

37 

62 

’maker's education: 







ramiinr school or less 
>me high school 

31 

36 

46 

50 

22 

14 

1 

0 

38 

38 

61 

62 

igli school graduato 

31 

SI 

17 

1 

39 

60 

imo collogo or more 

29 

56 

13 

t 

30 

68 

.on: 







irtlioast 

28 

52 

20 

0 

33 

67 

nth Central 

32 

50 

17 

1 

31 

68 

>uth 

34 

50 

16 

1 

43 

5b 

ISt 

29 

59 

10 

2 

34 

64 

maker's age: 







idor 25 

28 

59 

13 

0 

41 

59 

-34 , 

29 

48 

24 

0 

42 

S7 

•-‘14 

34 

50 

14 

2 

38 

60 

-64 

36 

50 

14 

1 

35 

64 

• and over 

22 

59 

18 

1 

26 

73 

ly Income: 







idor $ 6,000 : 

33 

51 

16 

1 

38 

61 

•,000-59,999 

37 

45 

17 

1 

40 

59 

0,000-$14,999 

25 

56 

19 

0 

35 

65 

S.000 and ovor 

30 

54 

13 

2 

30 

66 

ly sizo: 







2 members 

36 

51 

12 

1 

34 

65 

members 

26 

54 

19 

I 

35 

64 

nombors 

25 

48 

26 

0 

33 

67 

or moro mombors 

33 

50 

16 

1 

43 

55 

ly composition: 







ults only 

! 35 

51 

13 

1 

33 

66 

vo children undor 20 l 

1 29 

52 

19 

1 

38 

61 


Loss than 1 porcont. 
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Question 10a: "Here is a brief description of a new produc 
product was available would you try it or not?" 


Respondent characteristics 

Explosion-pui 
potato slic 

i 

Would try 1 

Woulc 

i 

- Percent 

ti.S. total 

49 

Community size: ' 


Metro areas--1 million and over 

48 

Other metro 

51 

Nonmetro 

48 

Homemaker's education: 


Grammar school or less 

51 

Some high school 

52 

High school graduate ! 

46 

Some college or more 

51 

Region: 


Northeast 

48 

North Central 1 

51 

South 

49 

West 

50 

Homemaker's age: 


Under 25 

47 

25-34 

46 

35-44 

47 

45-64 

56 

65 and over 

44 

Family income: 


Under $6,000 

46 

$6,000-$9,999 

55 

$10,000-$14,999 

48 

$15,000 and over 

49 

Family size: 


1-2 members 

aq 

3 members 

cn 

4 members 

Cl 

5 or more members 

50 

Family composition: 


Adults only 


Have children under 20 

49 



Roasons 


Prefer using fresh vegetables; prefer fresh for cooking 
Taste 

Processing causes loss of flavor; changes taste 
Would not taste fresh; artificial taste 
Would not like taste (unspecified) 

Other taste mentions 

Don't like or use dehydrated foods; prefer other form 

Would not be nutritious 

Would be too expensive 

Doesn't sound appealing, appetizing 

No advantage over other forms; 
no need for this kind of product 

Don't understand or trust explosion-puffed process 

Don't like to try new products 

Texture 

May contain undesirable preservatives, additives, chemicals 

All or some family members would not eat it 

Don't like or use or eat potatoes 

Other mentions 

Don't know or no answer 


Cases 

Average responses per case 


of respondents who said they would try explosion-puttea potato 


Reasons 


Convenience 

Quick to prepare 

Easy to prepare 

Easy to store; space saver 

Would keep well; would not spoil 

Easy to transport 

Convenient (unspecified) 

Like to try new products 

Taste 

Would like the taste (unspecified) 

Would taste like fresh 
Other taste mentions 

Would like appearance (e.g., color, shape) 

Could be used in specific dish or dishes 
Would be nutritious 

Could be used in many ways; versatile product 

Sounds appealing, appetizing 

Would have on hand if needed 

Like or use or eat potatoes 

Would not be too expensive 

Would be no waste; could prepare amount needed 
Other mentions 


Cases 

Average responses per case 


72 




ndcnt characteristics 


1 

size: 

roas—1 million and over 

lotvo 

■o 

•'s oduention: 

• school or less 
.gh school 
.hoo l graduate 
)llego or more 


ist 

Central 


r's nge : 
25 


over 

ncomo 
$ 6,000 
-$9,999 
0-$l4,999 
0 and ovor 

Izo; 

imbors 

tors 

lors 

iioro mombors 

imposition: 

> only 

zhildron under 20 


i than 1 percent. 


How sure 


How often 


Absolutely 

sure 

H 


- 1 

No 

answer 


Once in 
a while 











- 


35 

47 

18 

* 

41 

58 

40 

41 

17 

1 

44 

54 

32 

50 

19 

0 

38 

61 

30 

51 

19 

0 

40 

60 

28 

51 

21 

0 

35 

65 

34 

44 

20 

2 

39 

60 

37 

47 

16 

* 

46 

53 

35 

48 

17 

0 

39 

60 

37 

47 

14 

1 

37 

61 

37 

46 

17 

0 

42 

57 

33 

49 

18 

* 

42 

58 

30 

45 

26 

0 

40 

60 

22 

66 

13 

0 

47 

53 

38 

43 

19 

0 

4S 

54 

33 

46 

22 

0 

42 

58 

37 

47 

16 

1 

41 

57 

36 

41 

22 

1 

28 

72 

35 

49 

17 

0 

42 

58 

38 

44 

19 

0 

34 

65 

31 

52 

16 

1 

49 

50 

34 

43 

22 

1 

34 

63 

37 

44 

19 

0 

38 

62 

36 

46 

18 

0 

47 

53 

37 

43 

18 

2 

44 

53 

26 

55 

18 

1 

36 

63 

37 

42 

: 20 

* 

38 

62 

32 

51 

16 

1 

43 

56 
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Question 11a: "Here is a brief description of a new produc 
product was available would you try it or not? 


rharar.f eristics 

Instant bet 
dip powdei 


Would try 

Woulc 



U.S. total 

28 

Community size: 


Metro areas--1 million and over 

28 

Other metro 

29 

Nonmetro 

26 

Homemaker's education: 


Grammar school or less 

28 

Some high school 

28 

High school graduate 

27 

Some college or more 

28 

Region: 


Northeast 

19 

North Central 

32 

South 

27 

West 

37 

Homemaker's age: 


Under 25 

29 

25-34 

29 

35-44 

33 

45-64 

27 

65 and over 

21 

Family income: 


Under $6,000 

29 

$6,000-$9,999 

25 

$10,000-$14,999 

28 

$15,000 and over 

29 

Family size: 


1-2 members 

25 

3 members 

29 

4 members 

31 

5 or more members 

30 

Family composition*. 


Adults only 

24 

Have children under 20 

31 
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Reasons 


not use bean dip or refried beans, bean soup 
i't like or use powdered foods; prefer other form 

te 

fould not like taste (unspecified) 
fould not taste fresh; artificial tasto 
Ither taste mentions 

i't like or use beans or bean products in general 
^sn't sound appealing, appetizing 
■ cause digestive problems 

ild prefer to make own bean dip or refried beans 
• bean soup 

or some family members would not eat it 
i't like to try new products 
:ture 

fould be mushy, soft 

fould be dry, sticky, powdery 

ild be fattening; high in calories, starchy 

ild not be nutritious 

ild be too expensive 

' contain undesirable preservatives, additives 
ibts about refried beans; don’t know what thoy arc 
ter mentions 

>es 

rrage responses per case 
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Question lie: "What is it about this product idea that appeal 
of respondents who said they would try instant bean dip powd 


Reasons 


Convenience 

Quick to prepare 

Easy to prepare 

Would have on hand if needed 

Easy to store; space saver 

Convenient (unspecified) 

Would keep well; would not spoil 

Could be used for specific dish or dishes 

Like to try new products 

Could be used in many ways; versatile product 
Taste 

Would like the taste (unspecified) 

Other taste mentions 

t Like or use beans or bean products in general 
All or some family members would eat this product 
Would not be too expensive 

Would be no waste; could prepare amount needed 
Other mentions 


Cases 

Average responses per case 



Questions lld,e: "How sure are you that you would try it?" "Assuming the product is 
\ou think you would use it regularly or just once in a while?’ 1 (Asked only of resp< 
they would try instant bean dip powder.) 


Respondent characteristics 


How sure 


mi 

A little 

No 

Regularly 

MM 

douhtful 

answer 



How 


One 
a w 


Percent 


ii.S. total 
Comcunity sizo: 

Metro ai'oas--! million and over 

Other metro 

Nonmetro 

Homemaker 1 s education: 

Gmxmar school or less 
Sono high school 
High school graduate 
Sor.o eolloge or moro 

Region: 

Northeast 
North Contra! 

South 
j West 
1 

I Homemaker's ago: 
j Under 25 
25-34 
35--Id 
.15-64 

65 and ovov 


33 

48 

19 

1 

28 

42 

40 

17 

1 

29 

27 

54 

19 

0 

26 

29 

48 

22 

\ 

32 


31 

45 

23 

2 

38 

43 

47 

8 

2 

27 

29 

S3 

18 

0 

28 

33 

4-1 

23 

0 

22 


36 

42 

22 

0 

29 

34 

45 

21 

0 

29 

31 

54 

13 

2 

29 

32 

47 

20 

0 

27 


27 

48 

24 

0 

27 

25 

55 

18 

1 

24 

38 

41 

21 

0 

28 

38 

43 

19 

0 

35 

25 

61 

U 

2 

20 


Family Income: 

! Under $6,000 
I $6,000-$9,999 
■ $10,000-$14,999 

j $15,000 and over 


31 

46 

21 

2 

35 

S3 

13 

0 

35 

48 

18 

0 

31 

46 

23 

0 


29 

36 

23 

25 


Family sizo: 

1-2 mombors 

J members 
' .1 mombors 

j 5 or moro members 

1 Family composition: 

Adults only 

' Have children undor 20 


34 

49 

17 

1 

27 

47 

24 

-1 

37 

43 

19 

0 

33 

50 

17 

0 


32 

20 

30 

28 


30 51 19 1 

35 46 19 


Less than 1 porcont, 


i 












you prerer trie ocan puwaei tt» uc ^ 

respondents who said they would try bean powder.) 


Response i 

1 

U.S. total 

Pro ference 

Fortified with protein 


- Percent 

Yes 

85 

No 

13 

No answer 

2 


Number 

Cases 

367 
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Dn lla: "Here is a brief description of a new product . . 
jet was available would you try it or not?" 








Question ilb: "Why doesn't this product appeal to you?" (A 
who said they would not be willing to try explosion-puffed 


Reasons 


Prefer using fresh vegetables in 
preparation of meals (unspecified) 

Taste 

Would not taste fresh; artificial taste 
Would not like taste (unspecified) 

Tasteless, flat, bland 
Other taste mentions 

Don't like or use dehydrated foods; prefer other form 

Would not be nutritious 

No advantage over other forms; 
no need for this kind of product 

Don't understand or trust explosion-puffed process 

Doesn't sound appealing, appetizing 

Don't like or use carrots 

Would be too expensive 

Dislike texture; would not have texture of fresh carrots 

Don't like to try new products 

All or some family members would not eat it 

May contain undesirable preservatives, additives 

Other mentions 

Don't know or no answer 


Cases 


Average responses per case 


Reasons 


nvenience 
Quick to prepare 
Easy to prepare 
Easy to store; space saver 
Would keep well; would not spoil 
Would have on hand if needed 
Convenient (unspecified) 

Easy to transport 

ke to try new products 

ste 

Would taste like fresh 
Would like the taste (unspecified) 

)ther taste mentions 

jld like appearance 

sture 

ild be nutritious 

ild be used in many ways; versatile product 
jld not be too expensive 

ild be no waste; could prepare amount needed 
jnds appealing, appetizing 
<e or use carrots 
l or some family members would eat this product 
ier mentions 


>es 

;rage responses per case 
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Questions ltd.e: "How sure are you that you would try it?" "Assuming t 
you think you would use it regularly or just once in a while?" (Asked 
they would try explosion-puffed carrots.) 


despondent characteristics 

How sure 


Absolutely 

sure 

Quite 

sure 

A little 
doubtful 

No 

answer 

1 





Percent 

U.S. total 

31 

49 

19 

1 

Community size: 





Metro areas--l million and over 

30 

48 

20 

2 

other metro 

32 

50 

18 

1 

Nonmetro 

33 

48 

19 

0 

Homemaker's education: 





Grammar school or less 

33 

49 

19 

0 

Some high school 

32 

48 

18 

1 

High school graduate 

36 

43 

20 

1 

Some college or more 

24 

5? 

18 

2 

Region: 





Northeast 

37 

45 

15 

3 

North Central 

31 

49 

20 

0 

South 

34 

48 

16 

1 

West 

18 

55 

26 

0 

Homemaker's age: 





Under 25 

19 

52 

27 

2 

25-34 

28 

46 

25 

1 

35-44 

23 

59 

18 

0 

45-64 

41 

42 

15 

2 

65 and over 

31 

52 

17 

0 

Family income: 





Under $6,000 

.33 

48 

19 

0 

$6,000-$9,999 

32 

48 

19 

1 

$10,000-514,999 

29 

50 

19 

2 

$15,000 and over 

31 

48 

19 

2 

Pamily size: 





1-2 members 

33 

47 

20 

* 

3 members 

37 

47 

14 

2 

4 members 

31 

46 

22 

1 

5 or more members 

23 

57 

t9 

1 

Family composition: 





Adults only 

35 

46 

19 

* 

Have chitdren under 20 

28 

52 

19 

2 


* Less than 1 percent. 
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Respondent characteristics 


Frozen bean salad 


Would try Would not 


Percent 


)tai 


43 


57 


Lty size: 

) areas--1 million and over 

r metro 

:tro 

:er's education: 
nar school or less 
high school 
school graduate 
college or more 


41 

59 

45 

55 

42 

58 

41 

59 

41 

59 

40 

60 

50 

50 


least 

i Central 


:er's age: 
■ 25 

i 


d over 
income: 

$ 6,000 
'0-$9,999 
00-$14,999 
00 and over 
size: 
lembers 
bers 
bers 

more members 
composition: 
s only 

children under 20 


38 

62 

46 

54 

42 

58 

47 

53 

39 

61 

43 

57 

47 

53 

46 

54 

35 

65 

41 

59 

46 

54 

41 

59 

48 

52 

41 

59 

43 

57 

43 

57 

47 

53 

42 

58 

44 

56 
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Reasons 


Don't like this number of different beans 
being mixed together 

Don't like or use particular beans mentioned 

Don't like bean salads 

Taste 

Would not like taste (unspecified) 

Would not taste fresh 
Tasteless, bland 
Other taste mentions 

Prefer to make own salads rather than 
purchase pre-mixed product 

Don't like or use frozen food; prefer other form 
Don't like or use beans or bean products in general 
May cause digestive problems 
Would be too expensive 

All or some family members would not eat it 

Doesn't sound appealing, appetizing 

Dislike texture 

Don't like to try new products 

Would be fattening, high in calories, starch 

Might be watery when thawed 

Would not be nutritious 

Other mentions 

Don't know or no answer 


Cases 

Average responses per case 
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testion 12c: "What is it about this product idea that appeals to you? 1 
of respondents who said they would try frozen bean salad.) 



Reasons 




mvenience 
Quick to prepare 
Easy to prepare 

Would have on hand if needed 
Easy to store; space saver 
Convenient (unspecified) 


Pc 

5C 


I 

ike or use variety of beans included 1 2 i 

ike bean salad 

ike to try new products !«: 

jste 11 


Would like the taste (unspecified) 

Other taste mentions 

mid be nutritious { 

ike or use beans or bean products in general t 

ounds appealing, appetizing < 

conomical; would not have to buy several types o'f beans * 

ould not be too expensive 

11 or some family members would eat this product i 

ould be no waste; could prepare amount needed ^ 

ould be used in many ways; versatile product 

ther mentions • 

Ni 

:ases 

verage responses per case 



questions 12d,e: "How sure are you that you would try it?". "Assumin 
you think you would use it regularly or just once in a while?" (As 
they would try frozen bean salad.) 


Respondent characteristics 

How sure 

Absolutely 

sure 

Quite A little 
sure .doubtful 

No 

answe 





Perce 

U.S. total 

34 

50 

14 

2 

Community size: 





Metro areas--l million and over 

38 

43 

16 

3 

Other metro 

32 

53 

12 

2 

Nonmetro 

32 

53 

13 

3 

Homemaker's education: 





Grammar school or less 

26 

57 

13 

4 

Some high school 

46 

41 

10 

2 

High school graduate 

39 

47 

13 

1 

Some college or more 

27 

53 

17 

3 

Region: 





Northeast 

35 

52 

13 

1 

North Central 

35 

43 

20 

2 

South 1 

34 

54 

8 

3 

West 

31 

51 

13 

5 

Homemaker's age: 





Under 25 

22 

47 

27 

4 

25-34 

27 

54 

16 

3 

35-44 

43 

44 

11 

2 

45-64 

37 

50 

10 

3 

65 and over 

31 

53 

15 

1 

Family Income: 





Under $6,000 

33 

52 

11 

4 

$6,000-$9,999 

34 

51 

13 

3 

$10,000-$14,999 

34 

47 

17 

1 

$15,000 and over 

37 

49 

13 

1 

Family size: 





1-2 members 

36 

47 

14 

2 

3 members 

35 

53 

11 

1 

4 members 

28 

53 

15 

3 

5 or more members 

34 

52 

12 

3 


Family composition: 
Adults only 
Have children under 20 


37 

32 


47 

52 


14 

13 


3 

2 







tuestion I2f: "Would you prefer that salad dressing be included 
'salad or not?" (Asked only of respondents who said they would 
bean salad.) 


Preference 


U.S. 


Per* 


km Id prefer 


fould not prefer 





Respondent characteristics 

Tomato \ 

Would try 

W< 


i 

-Perc< 

U.S. total 

57 

Community size: 


Metro areas—1 million and over 

54 

Other metro 

59 

Nonmetro 

57 

Homemaker's education: 


Grammar school or less 

58 

Some high school 

63 

High school graduate 

53 

Some college or more 

59 

Region: 


Northeast 

50 

North Central 

61 

South 1 

59 

West 

54 

Homemaker's age: 


Under 25 1 

56 

25-34 

55 

35-44 

57 

45-64 

62 

65 and over 

47 

Family income: 


Under $6,000 

53 

$6,000-$9,999 

59 

$ 10,000-$14,999 

60 

$15,000 and over 

56 

Family size: 


1-2 members 

56 

3 members ! 

55 

4 members 

58 

5 or more members 

60 

Family composition: | 


Adults only 

56 

Have children under 20 

58 
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uestion 12b: "Why doesn't this product appeal to you?" (Asked only of i 
who said they would not be willing to try tomato wedges.) 


Reasons 

U.S. 


Perc 

refer using fresh tomatoes for salads; would not use canned 

34 

aste 

h’ould not taste as good as fresh tomatoes; artificial 

Would not like taste (unspecified) 

Other taste mentions 

33 

lislike texture; would not have texture 
of fresh tomatoes, soft 

18 

lould be too expensive 

14 

:an own tomatoes 

7 


i 


io advantage over other forms; no need for 
this type of product 


S 


fould not be nutritious ; 3 

'ound can inconvenient; waste; leftovers 3 


Jon 1 1 like or use canned tomatoes 


2 


toesn't sound appealing, appetizing 
)on’t like to try new products 
)iet or health reasons 


2 

2 

1 


)ther mentions 


10 


)on't know or no answer 


1 

Numl 


’ases 


Ivcrage responses per case 
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Reasons 


Convenience 

Easy to prepare 

Would have on hand if needed 

Easy to store; space saver 

Quick to prepare 

Would keep well; would not spoil 

Convenient (unspecified) 

Taste 

Would taste like frosh tomatoes 

Would taste better than out-of-season fresh tomatoes 
Would like the taste (unspecified) 

Other taste mentions 

Available year-round in stores; 
could use when fresh not available 

Would not be too expensive; would be cheaper 

Could be used in salads 

Would be cheaper than fresh tomatoes that are out of season 
Like or use tomatoes 
Like to try new products 

Could be used in many ways; versatile product 
Would like appearance (e.g., color, shape) 

Texture 

Would be nutritious 

Would be no waste; could prepare amount needed 
Sounds appealing, appetizing 
Other mentions 


Cases 

Average responses per case 


* 
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How sui-e 


How o 
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Question 13a: "Here is a brief description of a new produ 
product was available would you try it or not?" 


Respondent characteristics 

Explosion- 

puffe 

Would try 

Woul 


- Percent 

U.S. total 

36 

Community size: 


Metro areas--l million and over 

33 

Other metro 

39 

Nonmetro 

35 

Homemaker's education: 


Grammar school or less 

32 

Some high school 

38 

High school graduate 

36 

Some college or more 

38 

Region: 


Northeast 

37 

North Central 

36 

South 

37 

West 

34 

Homemaker's age: 


Under 25 

33 

25-34 

38 

35-44 

40 

45-64 

37 

65 and over 

29 

Family income: 


Under $6,000 

35 

$6,000-$9,999 

38 

$10,000-$14,999 

35 

$15,000 and over 

37 

Family size: 


1-2 members 

35 

3 members 

39 

4 members 

37 

5 or more members 

37 

Family composition: 


Adults only 

35 

Have children under 20 

37 
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}3b: "Why doesn't this product appeal to you?" (Asked only of resp 
id they would not be willing to try explosion-puffed celery.) 


Reasons 

U.S. tota 


Percent 

sing fresh vegetables, including celery 

30 


1 

20 

not taste fresh; artificial taste 

16 

not like taste (unspecified) 

2 

taste mentions 

2 

kc or use dehydrated foods; prefer other form 

17 

t be nutritious 

12 

sound appealing, appetizing 

9 

for this kind of product; 


esirable forms available 

8 

ke or eat celery; use only occasionally 

6 

iderstand or trust explosion-puffed process 

4 

; too expensive 

4 

texture; would not have texture of fresh celery 

4 

•ome family members would not cat it 

2 

.ain undesirable preservatives, additives 

2 

ke to try new products 

2 

mtions 

8 


Number 


838 

responses per case 

1.28 
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Question 13c: "What is it about this product idea that appei 
of respondents who said they would try explosion-puffed ce 


Reasons 


Convenience 

Quick to prepare 

Easy to prepare 

Easy to store; space saver 

Would keep woll; would not spoil 

Would have on hand if needed 

Easy to transport 

Convenient (unspecified) 

Would be a good snack 

Taste 

Would taste like fresh 

Would like the taste (unspecified) 

Like to try new products 

Would be no waste; could prepare amount needed 
Would be nutritious 
Like or use celery 

Would be low in calories; good for dieting 
Could be used in many ways; versatile product 
Like or use dehydrated foods 
Texture 

Sounds appealing, appetizing 

Available year-round in stores; not seasonal 

Other mentions 


Cases 

Average responses per case 
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ions 13d,c: ''How sure are you that you would try it?" "Assuming the product is sat 
i think you would use it regularly or just once in a while?" (Asked only of respondei 
y would try explosion-puffed celery.) 




How 

sure 


How oftei 

espondent characteristics 


i ! 




1- 

Absolutely iQui to 

A little 

! No 

Regularly'Once in 


sure 

isure 

doubtful 

• answer 


ia while 



total 

31 

51 

16 

1 

40 

59 

nity si 2 e: 

ro areas--1 million and over 

40 

48 

12 

0 

43 

57 

er metro 

: 25 

53 

20 

2 

36 

62 

Pietro 

31 

S3 

13 

3 

43 

55 

aker's education: 
njiar school or less 

28 

54 

18 

O 

43 

57 

e high school 

35 

48 

15 

3 

36 

63 

h school graduate 

35 

46 

19 

1 

41 

58 

e college or more 

27 

60 

10 

3 

39 

58 

n: 

theast 

30 

59 

10 

0 

37 

63 

th Central 

38 

46 

13 

3 

45 

51 

th 

27 

51 

21 

1 

40 

60 

t 

29 

49 

19 

3 

35 

64 

aker's ago: 
er 25 

26 

53 

16 

5 

42 

55 

34 

22 

60 

17 

1 

40 

57 

44 

44 

41 

14 

1 

49 

50 

64 

35 

49 

15 

1 

38 

61 

and over 

17 

63 

19 

2 

29 

71 

y income: 
er $6,000 

30 

53 

16 

1 

43 

57 

000-$9,999 

30 

52 

15 

3 

37 

60 

, 000-$ 1^1,999 

30 

47 

20 

2 

38 

60 

,000 and over 

37 

53 

10 

0 

42 

57 

y size: 







ir.eir.bers 

33 

50 

16 

1 

38 

61 

enbers 

30 

55 

15 

1 

39 

59 

.enbers 

29 

53 

16 

3 

50 

49 

r more members 

33 

50 

16 

1 

37 

61 

y composition: 

Its only 

33 

50 

15 

2 

41 

58 

e children under 20 

30 

53 

17 

1 

39 

59 
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Question 13a: ’’Here is a brief description of a new produc 
product was available would you try it or not?" 


Respondent characteristics 

i 

1 Tomato powd 

Would try 

Would 


- Percent 

U.S. total 

51 

Community size: 


Metro areas--l million and over 

49 

Other metro 

55 

Nonmetro 

47 

Homemaker's education: 


Grammar school or less 

41 

Some high school 

52 

High school graduate j 

52 

Some college or more 

58 

Region: 


Northeast 

42 

North Central 

50 

South 

55 

West 

58 

Homemaker's age: 


Under 25 

64 

25-34 

57 

35-44 

49 

45-64 

52 

65 and over 

37 

Family income: 


Under $6,000 

44 

$6,000-$9,999 

50 

$10,000-$14,999 

56 

$15,000 and over 

55 

Family size; 


1-2 members 

47 

3 members 

51 

4 members 

56 

5 or more members 

57 

Family composition: 


Adults only 

48 

Have children under 20 

55 
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Reasons 


U 


Don't like or use powdered foods; prefer other forms 
Taste 

Would not like taste (unspecified) 

Products made from powder (e.g., paste, sauce, juice) 
would not taste as good as products already available 
Other taste mentions 

No need for this type of product; satisfied with 
existing product 

Doesn't sound appealing, appetizing 

Don't like or use tomato products 

Too much work to prepare 

Would not be nutritious 

Would be too expensive 

Don't like to try new products 

May contain undesirable preservatives, additives 

Other mentions 

Don't know or no answer 


J 


Cases 

Average responses per case 


9 




Reasons 


Convenience 

Kasy to store; space saver 

Kasy to prepare 

Would have on hand if needed 

Quick to prepare 

Would keep well; would not spoil 

Convenient (unspecified) 

Kasy to transport 

Could be used in many ways; versatile product 

Could be used for specific dish or dishes 

Would be no waste; could prepare amount needed 

Less expensive; would not have to purchase other products 

Like to try new products 

Like or use tomato products 

Taste 

Would like the taste 
Other taste mentions 

Like or use powdered foods 

Sounds appealing, appetizing 

Other mentions 


Cases 

Average responses per case 
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How sure 


How often 


. 


Absolutely 

Quite A little, No 

Regularly 

Once in 

1 

sure 

sure cdoubtfuli answer 

a while 

1 


Percent 


42 

45 

12 

1 

63 

36 

43 

43 

14 

* 

66 

34 

41 

4S 

12 

2 

61 

37 

4 3 

47 

8 

2 

61 

37 


42 

45 

12 

1 

57 

42 

47 

46 

7 

1 

68 

31 

43 

41 

14 

3 

63 

34 

38 

48 

13 

1 

61 

39 


45 

40 

14 

1 

60 

39 

45 

40 

15 

1 

64 

35 

39 

49 

10 

2 

64 

34 



9 

1 

61 

38 




11 

0 

57 

43 



16 

2 

62 

36 

42 


12 

0 

70 

30 



11 

2 

62 

36 



10 

1 

59 

40 




11 

2 

61 

37 

Ef^l 


11 

1 

60 

39 


■n 

14 

1 

67 

32 

39 

48 

12 

1 

62 

36 


42 

44 

12 

1 

61 

38 

37 

48 

13 

2 

57 

41 

44 

42 

12 

2 

70 

29 

44 

46 


1 

64 

35 


2 












Oucstion 13c: "What is it about this product idea that appeal 
of respondents who said they would try tomato powder.) 


Reasons 


Convenience 

F.asy to store; space saver 

Easy to prepare 

Would have on hand if needed 

Quick to prepare 

Would keep well; would not spoil 

Convenient (unspecified) 

Easy to transport 

Could be used in many ways; versatile product 
Could be used for specific dish or dishes 


Would be no waste; could prepare amount needed 

Less expensive; would not have to purchase other products 

Like to try new products 

Like or use tomato products 

Taste 

Would like the taste 
Other taste mentions 

Like or use powdered foods 

Sounds appealing* appetizing 

Other mentions 


Cases 


Average responses per case 


characteristics 

How sure 

How often 

Absolutely) 
sure 1 

r i 

Quite.A little; No 

1 sure -doubtfuli answer 







Percent . 



42 

45 

22 

1 

63 

36 

- 1 million and over 

43 

43 

24 

* 

66 

34 


41 

45 

22 

2 

62 

37 


43 

47 

8 

2 

61 

37 

ucation: 







oi or Jess 

42 

45 

22 

1 

S7 

42 

hooi 

47 

46 

7 

1 

68 

32 

graduate 

43 

42 

24 

3 

63 

34 

or more 

38 

48 

23 

2 

61 

39 


| 4S 

40 

14 

2 

60 

39 

2 

! 4S 

40 

15 

2 

64 

35 


39 

49 

10 

2 

64 

34 


41 

49 

9 

1 

62 

38 

q : 








29 

60 

21 

0 

S7 

43 


40 

42 

16 

2 

62 

36 


42 

46 

12 

0 

70 

30 


47 

42 

12 

2 

62 

36 


44 

44 

10 

1 

S9 

40 


4S 

42 

12 

2 

62 

37 

9 

44 

43 

22 

1 

60 

39 

999 

41 

44 

24 

2 

67 

32 

over 

39 

48 

22 

1 

62 

36 


42 

44 

12 

2 

62 

38 


37 

48 

13 

2 

57 

41 


44 

42 

12 

2 

70 

29 

mbers 

44 

46 

10 

2 

64 

35 

tion: 








44 

42 

13 

2 

59 

39 

n under 20 

42 

47 

12 

1 

65 

34 


1 percent. 
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Respondent 

characteristics 

Have 

served 

Ha 

s 



Pe 

U.S. total 

77 

Community size: 


Metro areas--l million and over 

77 

Other metro 

.77 

Nonmetro 

78 

Homemaker’s education: 


Grammar school or less 

72 

Some high school 

79 

High school graduate 

75 

Some college or more 

83 

Region: 


Northeast 

75 

North Central 

81 

South 

76 

West 

77 

Homemaker's age: 


Under 25 

69 

25-34 

79 

35-44 

80 

45-64 

80 

65 and over 

72 

Family income: 


Under $6,000 

72 

$6,000-$9,999 

77 

$10,000-$14,999 

80 

$15,000 and over 

83 

Family size: 


1-2 members 

76 

3 members 

78 

4 members 

79 

5 or more members 

79 

Family composition: 


Adults only , 

76 

Have children under 20. 

78 


100 






Form 

u.s. 

total 

Have 

served 

jady to serve-- 
10 need to add water 

91 

-- Percei 

92 

:ozen concentrate-- 



just add water 

5 

4 

istant powder-- ^ 



ust add water 

3 

3 

i answer 

1 

* 

1 

ises , 

2,600 

-- Numbei 

2,011 


* Less than 1 percent. 
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Contents 


U.S. 

total 


The same amount of 
vitamins contained in 
the product on the market now 


52 


An added amount 
of vitamins to 
supply a day's vitamin 
needs in an 8-ounce glass 


45 


No answer 


2 


Cases 


2,600 








U.S. 

Have 

Appearanco 

total 

served 



— Perceni 

in color, 

it not clear--like 
e product on the market now 

87 

88 

in color, but 

car--like cranberry juice 

11 

11 

answer 

1 

1 



— Number 

es 

2,600 

2,011 
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Contents 


U.S. 

total 



The same amount 
of calories contained 

in the product on the market now 71 

Fewer calories than in 
the product on the market now 

More calories than in 

the product on the market now 8 

No answer 2 


Cases 2,600 
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>tion 15a: "Have you bought any canned tomatoes (whole or st 
ist 12 months or not?" 


Respondent 

characteristics 

Have bought 

1- 

i 

Have 

bou 


- Percent -- 

total 

77 

2 

[unity size: 



tro areas--1 million and over 

82 

1 

her metro 

80 

2 

nmetro 

64 

3 

maker's education: 



ammar school or less 

72 

2 

me high school 

76 

2 

gh school graduate 

77 

2 

e college or more 

82 

1 

on: 



rtheast 

82 

1 

rth Central 

71 

2 \ 

th ! 

76 

2 ‘ 

St 

84 

li 

maker's age: 



der 25 

69 

3 

-34 

83 

r 

-44 

81 

i: 

-64 

79 

2 

and over 

68 

3: 

ly income: 



er $6,000 

69 

3: 

,000-$9,999 

77 

2: 

0,000-$14,999 

81 

1< 

5,000 and over 

85 

11 

y size: 



2 members 

73 

2* 

members 

77 

2! 

nembors 

83 

I! 

Dr more members 

82 

1! 

ly composition: 



alts only 

74 


/e children under 20 

80 

2( 
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Reasons 


Can or freeze own tomatoes 
Prefer to use fresh tomatoes 
Taste 

Doesn't taste as good as fresh 
Don't like the taste (unspecified) 

Too much acid 

Tinny taste; taste like container 
Too bitter 

Prefer to use other tomato products for cooking 

Don't use or cook with tomatoes; use only occasionally 

Ml or some family members would not eat it 

Too expensive 

Texture is too soft, mushy 

Other mentions 


Cases 

Average responses per case 
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Reasons 


Convenience 
Easy to prepare 
Can keep on hand when needed 
Easy to store; space saver 
Would keep well; would not spoil 
Quick to prepare 
Convenient (unspcci fied) 

Use for specific dish or dishes 

Cheaper than fresh tomatoes 

Taste 

Like the taste (unspecified) 

Tastes bettor than out-of-season fresh tomatoes 
Other taste mentions 

Available year-round in stores; not seasonal 
Use canned for cooking 

Can be used in many ways; versatile product 
Cheaper than fresh tomatoes that are out of season 
No waste; can prepare amount needed 
No need to add seasoning; already seasoned 
Nutritious 

Like appearance (e.g. color, shape) 

Texture 

Other mentions 


Cases 

Average responses per case 
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Reasons 


Nothing disliked 
Taste 

Doesn't taste like fresh tomatoes 
Too much acid 

Tinny taste; taste like can 

Tasteless, bland 

Too bitter, sour 

Dislike the taste (unspecified) 

Other taste mentions 

Waste materials in cans 

Cans contain too much juice, water--not enough tomato 

Cannot be used in salads 

Texture is too mushy, soft 

Quality varies among brands 

Appearance not appetizing, appealing 

Not nutritious 

Other mentions 

Don't know or no answer 


Cases 

verage responses per case 
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only if reported buying canned tomatoes in the 12 months 
viewing.) 


Respondent 

characteristics 

2-3 times 
a month 

or more 

About once 
a month 

U.S. total 

75 

- Percent -- 

15 

Community size: 



Metro areas--l million and over 

73 

16 

Other metro 

73 

16 

Nonmetro 

82 

9 

Homemaker's education: 



Grammar school or less 

80 

10 

Some high school 

78 

14 

High school graduate 

74 

16 

Some college or more 

72 

17 

Region: 



Northeast 

74 

14 

North Central 

75 

15 

South 

78 

14 

West 

70 

18 

Homemaker's age: 



Under 25 

65 

19 

25-34 

74 

15 

35-44 

77 

14 

45-64 

76 

15 

65 and over 

75 

14 

Family income: 



Under $6,000 

75 

14 

$6,000-$9,999 

78 

13 

$10,000-$14,999 

76 

15 

$15,000 and over 

71 

17 

Family size: j 



1-2 members ! 

72 

17 

3 members l 

73 

16 

4 members 

74 

14 

5 or more members 1 

82 

11 

Family composition: 



Adults only 

73 

17 

Have children under 20 1 

77 

13 
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Respondent 

characteristics 

Stews 

Soups 

Sauces 

Meat 

loaf 

Casseroles 

Si. 

disl 






Percent - - - 

.... 

U.S. total 

72 

68 

62 

57 

56 

5- 

Community size: 

Metro areas--1 







million and over 

71 

62 

67 

54 

55 

5; 

Other metro 

72 

71 

60 

59 

56 

S( 

Nonmetro 

73 

76 

54 

58 

59 

S( 

Homemaker's education: 







Grammar school or loss ' 

73 

82 

52 

64 

40 

S! 

Some high school 

71 

74 

57 

57 

50 

5< 

High school graduate 

71 

64 

62 

56 

58 

4< 

Some college or more ^ 

72 

63 

69 

52 

66 

6 

Region: 







Northeast 

62 

52 

76 

49 

53 

5( 

North Central 

74 

77 

57 

56 

63 

6: 

South 

76 

78 

SO 

65 

SO 

5 : 

West 

75 

62 

70 

52 

62 

5 : 

Homemaker’s age: 







Under 25 

64 

57 

62 

55 

51 

4< 

25-3-1 

71 

63 

69 

48 

61 

4- 

35-44 

74 

64 

68 

58 

59 

Si 

45-64 

74 

76 

61 

62 

59 

5< 

65 and over 

68 

72 

45 

55 

42 

6' 

Family income: 







Under $6,000 

72 

74 

52 

62 

44 

5! 

$6,000-59,909 

72 

70 

62 

59 

57 


$ 10,000-$14,999 

73 

67 

63 

55 

62 

5: 

515,000 and over 

70 

61 

73 

51 

64 

51 

Family size: 







1-2 members 

71 

69 

55 

59 

52 

51 

3 members 

73 

71 

68 

58 

54 

S< 

4 members 

71 

63 

68 

51 

63 


5 or more members 

74 

70 

65 

57 

61 

41 

Family composition: 







Adults only 

70 

69 

55 

59 

51 

6( 

Have children under 20 

73 

68 

67 

55 

60 

S( 


uo 









Respondent 
characterise cs 

Sauces 

Soups 





! 

Salads 





. Percent . 



al 

27 

19 

17 

IS 

15 

4 

2 

y size: 
areas- -1 








on and over 

33 

14 

15 

16 

15 

4 

n 

i. 

met ro 

26 

23 

18 

14 

13 

4 

2 

ro 

15 

23 

19 

14 

18 

S 

4 

r's education: 








r school or less 

16 

30 

20 

17 

6 

s 

2 

igh school 

22 

23 

18 

16 

10 

7 

3 

chool graduate 

31 

18 

17 

12 

16 

4 

2 

o 1 lege or more 

31 

13 

IS 

16 

20 

3 

2 

ast 

49 

9 

11 

IS 

9 

4 

2 

Central 

IS 

24 

17 

17 

21 

3 

2 


16 

29 

21 

13 

10 

7 

4 


31 

10 

20 

14 

21 

2 

2 

r's age: 








25 

26 

18 

IS 

13 

19 

6 

2 


33 

18 

16 

9 

17 

5 

2 


33 

IS 

16 

10 

19 

5 

3 


25 

22 

16 

17 

14 

3 

2 

. over 

13 

23 

24 

27 

6 

5 

2 

ncome: 








$6,000 

18 

27 

20 

18 

8 

S 

3 

i-$9,999 

26 

19 

18 

IS 

14 

4 

3 

'0-$J4,999 

30 

18 

IS 

12 

19 

4 

2 

i0 and over 

34 

12 

15 

15 

18 

3 

2 

• ize: 








:nbers 

20 

21 

18 

20 

13 

4 

2 

iers 

29 

22 

17 

12 

11 

5 

3 

■ ers 

35 

13 

17 

10 

19 

3 

3 

ioto members 

32 

20 

IS 

11 

17 

4 

2 

•.omposition: 








; only 

20 

21 

18 

20 

12 

4 

3 

:hildren under 20 

32 

18 

16 

10 

17 

4 

2 


; than 1 percent. 
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tomatoes f" (.ASKea only lr report 
months prior to interviewing.) 

Products 

Tomato sauce 
Tomato paste 
Fresh tomatoes 
Tomato soup 
Tomato juice 
Tomato puree 
Instant sauce mix 
Other products 
Nothing 
No answer 


Cases 





Cross tribulations of respondent characteristics 
Background Information-- relationships among characteristics used as standard cross 


Community size 


Homemaker's edut 


Respondent 

characteristics 


Metro I 

areas-- Other Grammar Some Hi 

1 million metro Nonmetro school high sell 

and over or less school eraci 


U.S. total 


Community size: 
Metro areas- -1 
million and over 
Other metro 
Nonmetro 


Homemaker's education; 
Grammar school or los: 
Some high school 
High school graduutc 
Some college or more 


Region: 
Northeast 
North Central 
South 
West 


Honomakor's ago: 
Under 25 
25-34 
35-44 
45-64 

65 and over 


Family Income: 

Under $6,000 
$6,000-$9,999 
$10,000-$14,999 
$15,000 and over 


Family sizo: 

1-2 members 

3 members 

4 members 

5 or more mombors 


Family composition: 

Adults only 

Have children undor 20 




- rureeiu - 


41 

21 

17 

17 



12 

15 

KK1 


18 

16 


100 

24 

22 

43 

30 

100 


40 

27 


100 

39 

20 



43 

14 



43 

9 

16 

16 

36 

26 

17 

18 

48 

29 

22 

19 

34 

14 

10 

13 

40 

24 

4 

18 

42 

17 

3 

16 

40 

19 

12 

13 

43 

19 

20 

18 

41 

31 

41 

19 

42 

32 

36 

23 

43 

23 

16 

19 

42 

16 

i 

16 

38 

10 

3 

8 

41 

23 

24 

17 

45 

18 

13 

17 

37 

19 

10 

14 

41 

21 

12 

20 

41 

23 

25 

16 

40 

20 

10 

18 

because 

some 1 

characteristics 


were not ascertained for some respondents 
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Cross tabulations of respondent chnracteristics--Co 
Background information-relationships among characteristics used as sta 


Respondent 

Region 


characteristics 

North¬ 

east 

t 

North 

Central 

i 

South 

West 

i 

Under 1 
25 [ 

25- 






Percent 

... 

U.S. total 

24 

29 

31 

16 

10 

1 

Community size: 







Metro areas--1 







million and over 

30 

29 

20 

21 

9 

2 

Other metro 

25 

25 

37 

13 

9 

1 

Nonmetro 

10 

35 

44 

11 

11 

1 

Homemaker's education: 







Grammar school or less 

21 

29 

41 

9 

2 


Some high school 

22 

31 

35 

12 

10 

1 

High school graduate 

27 

30 

28 

ir* 

11 

2 

Some college or more 

23 

24 

30 

23 

12 

*• 

Region: 







Northeast 

100 




6 

t 

North Central 


100 



9 

1 

South 



100 


12 

1 

West 




100 

12 

1 

Homemaker's age: 







Under 25 

IS 

25 

41 

19 

100 


25-34 

28 

29 

29 

14 


It 

35-44 

23 

33 

28 

16 



45-64 

24 

26 

33 

17 



65 and over 

24 

30 

34 

12 



Family income: 







Under $6,000 

19 

26 

41 

14 

10 


$6,000-59,999 

22 

31 

33 

14 

15 


$ 10,000-$14,999 

28 

29 

28 

15 

7 


$15,000 and over 

26 

29 

25 

20 

S 


Family size: 







1-2 members 

23 

28 

33 

16 

9 


3 members 

27 

27 

33 

13 

17 


4 members 

22 

29 

30 

19 

10 


5 or more members 

24 

30 

31 

IS 

3 


Family composition: 







Adults only 

24 

28 

33 

15 

7 


Have children under 20 

23 

29 

32 

16 

12 



1 / Percentages may add to less than 100% because some characteristic 
were not ascertained for some respondents. 
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